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BOOT ann SHOE 


RECORDER 


EEXTREME new designs in shoes 
for women have stirred a storm in 
the Soviet Russian shoe industry. 
Pravda, communist party organ, at- 
tributed the following unusual mod- 
els to a Comrade Pekar, whom it 
called a “young style maniac.” 

“Soviet Music”—which has an 
open toe and a treble clef design 
instead of a buckle. 

“Park of Culture and Rest”— 
which features a high heel repre- 
senting a parachute tower and a 
parachute tower on the toe. 





Other models are called “Collec- 
tive Harvest” and “North Pole 
Flight from Moscow to America.” 

Pravda expressed indignation 
over the designs because the result 
was 33,000 rubles (nominally about 
$6,520) “squandered” in the cen- 
tral model shop in designing mod- 
els which Pekar hoped “would 


revolutionize the Russian shoe 
industry.” 
* - * 


BR. EUGENIE LIES, Counsel in 
Retailing, New York City, says: 





“Any sound improvement in the 
profit picture must grow out of two 
developments: Better value for the 
customer, and hence increasing 
patronage for your store. Improved 
selling as a result of improved and 
more understanding supervision, 
specific training and better morale. 

“Studies made of lost sales show 
they amount to from 20 to 40 per 
cent of customers contacted by the 
salesclerk. Any organization plan 
must make improved selling one of 
its first objectives.” 


HIERB GRAFFIS of the Daily 
Times in Chicago says about the 
Weaker Sex? : 


“Shoes, now, to a gal, are merely 
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beautiful gestures in dressing. Many 
of the shoes only criss-cross shoe- 
laces of unique materials over a 
thin sole and a high heel. Toes 
stick out and make faces at pneu- 
monia. Understand, I’m not criti- 
cizing. I rather like it. I con- 
sciously inhibit myself lest my nor- 
mally friendly nature get me play- 
ing games with those cute little toes. 
But, due to a wholly illogical and 
conventional restraint, I don’t grab 
and begin cheerily: ‘This little pig 
went to market; this little pig stayed 


See 


home.’ Possibly that is why I don’t 
get acquainted with the dear little 
piggies. 

“The only reason, so I am told, 





‘that these ladies ever wear rubbers 


over their adumbrated sandals is to 
keep their stockings dry. Cold has 
nothing to do with it. A fellow’s 
dogs chill and pucker up when the 
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mercury crawls down to cuddle in 
the bulb. His nose colors to the 
hue of a stoplight. His fingers get 
so numb he can hardly hold a glass 
when he dives into a dive to thaw 
himself. While the male is suffering 
thus, the female mushes through the 
drifts virtually barefooted and, 
seemingly, comparatively comfort- 
able. She must have feet like an 
Eskimo husky. Perhaps the unfit 
among the sisterhood have been 
frozen to death in previous winters 
and only the superheated sirens 
survive. 

“Any way you look at it, it looks 
bad for the gents. The bravest con- 
cession we have been able to make 
is to wear low shoes the year around 
instead of switching to ankle-deep 
leather when the frost is on the 
pumpkin.” 

+ * 
MMAAHLON N. HAINES of the 
Haines Shoe Company, York, Pa., 


says: 

“For a long time I have thought 
that someone in the shve business 
should protest the holding of shoe 


shows on Sunday. It’s high time 
that someone speaks forcibly on the 
subject. Certainly on one day in 
the week we should have a closing 








of stores and all other kinds of busi- 
ness and the ceasing of labor so 
that one could be at home or in 
recreation with the family. 
“Don’t let anyone get an idea | 
am a preacher, or cranky religion- 
ist, or narrow churchman, or biased 
Puritan—for I am just a plain 
American businessman who firmly 
believes there is a time for every- 
thing. If I have 30 trotters and 
show horses, there is a time to race 
and show them and it is not on Sun- 
day. I am glad that the horsemen 
of America have at last seen the 
necessity of a day of rest for horses 
and men. If I believe in all kinds 
of sports, I also believe there is a 
time for them and it is not Sunday. 
“If I am a hard-headed business- 
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—Peter Piper is a clerk in a retail 
store. 

—He earns $20.00 a week. 

—He would be tickled pink if he got 
a 20%, raise. 

Bp edt Rar i 
a ings—a a 
few little luxuries, too. sy 

—But if he got a 20%, cut he would 
feel blue, wouldn't he? 

—Well, he's getting that 20%, cut, 
but poor Peter doesn't it. 

—For 20%, of his $20.00 salary i 

Ee for taxes. 
ndirect taxes, to be sure, but 
taxes nevertheless, and $4.00 
worth of them. 

—Every cigarette he smokes, every- 
thing he eats, any place he goes, 
anything he buys carries its part 
of his 20°, tax. 

—So don't think it's only the rich 
who are being soaked. 

—Peter Piper pays his share, too. 





man and drive my business to the 
utmost, I am sure that in six days out 
of the week I can make enough out 
of my business. I don’t need the 
seventh. I never sold, or never 
bought, or never attended to busi- 
ness on Sunday and I am thinking 
he is a poor one who can’t get 
enough business six days of the 
week. 

“T don’t care who you are, Greek, 
Jew, Englishman, Scotchman, Irish- 
man, German, etc., you are, or 
should be, an American now and as 
such keep the American Sabbath 
day and respect American institu- 
tions. See to it that others in our 
great shoe industry and profession 
do likewise.” 

* . ca 
JOHN E. MEANS, Managing Di- 
rector of the Pennsylvania Re- 
tailers’ Association, says: “Retailers 


should recognize the fact now that 
the movement to enact state wage- 
and-hour laws, in effect, lays the 
‘baby’ directly on their own door- 
step. The great bulk of industry is 
already operating under the Federal 
Act, and will not be affected one 
way or another by the enactment of 
additional state legislation. Con- 
sequently, it behooves retailers to 
recognize that this is almost solely 
their problem, along with the ser- 
vice trades, and on the basis of this 
understanding to pursue whatever 
ection seems most feasible in their 
particular situation. 

“Retailers may choose the dia- 
metrically opposite policy, that is, 
to fight this legislation uncompro- 
misingly, both in principle and in 
practice. Reasons for adopting this 
policy may be stated as follows: 
(a) The proposed 44-hour week, 
which in two years would be re- 
duced to a 40-hour week, with its 
concurrent minimum wage restric- 
tions, may be suitable for the 
conditions of industrial employ- 
ment, but it in no wise meets the 
operating requirements of the re- 
tail trade, particularily in the 
smaller towns and in the suburban 
areas of cities, where the con- 





venience factor requires longer 
hours of store operation than this 
legislation would permit; (b) To 
compel retail stores to operate 
under wage-and-hour conditions 
paralleling those of industry (where 
the employer is able to exercise a 
considerable measure of control 
over his expense) can only result 
in increasing the costs of distribu- 
tion to an unhealthy if not disas- 
trous point, which increased cost 
must be passed on to the consumer 
and will ultimately be reflected in 
reduced purchasing power, with its 
known consequences; (c) Smaller 
stores and stores in smaller com- 
munities in competition with metro- 
politan areas will bear the brunt 
of this legislation and their com- 
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petitive status will be thereby 
diminished; (d) The question of 
consumer convenience, etc.” 


WIC JENSEN of Brisbane, Austra- 
lia, proudly says in his letterhead: 
“The Largest Stock of Family Foot- 
wear in Queensland” and “The 
House of a Million Shoes.” He 


writes : 

“Accept from sunny Australia 
our fraternal greetings. Hope the 
advent of 1939 will bring peace and 
good will amongst the nations of 
the world who at the present mo- 
ment appear to be very unsettled. It 
is very difficult to foreshadow what 
may happen in the near future. 

“The shoe business in Australia 
had a good year throughout, owing 
to the very good seasons most of 
the States have enjoyed. At the mo- 
ment it is very hot indeed and rain 
would be welcome in most parts of 
the Eastern coast of Australia so 
here’s hoping it will come along as 
a New Year’s gift.” 


JOHN H. WILLETT, who covers 
greater New York for the Servus 
Rubber Company, is in his “Seventh 
Snow Heaven” this week for his 
predictions have come true that this 
would be a white Winter. The early 
November storm, he says, moved 
goods from shelves and basements 
that have not been disturbed in ten 
years and there has been a grand 
clean-up in stocks of rubbers and 
galoshes, making this an uncommon 
year for the rubber man and a plush 
year for the merchant. 

It may be traditional for all rub- 
ber to pray and predict Winter 
storms and Willett may be no ex- 
ception to the rule—but we will 
give him credit for one recorded 
remark in November: “One snow 
storm does not a Winter make. Just 


wait for six more.” 
* _ a 


THE Bullock-Wilshire Boulevard 
in Los Angeles, Calif., shop fea- 
tured a one-day presentation of 
Delman shoes, with Herman Del- 
man showing his complete collec- 
tion of Spring fashions. 

Herman Delman says it’s a “heel 
age” and that heels are news and 
the news is in heels, viz.: Delman’s 


Aerodynamic shoe with the new 
high wedge heel, called Aerofoil 
heel, fashioned in two models—one 
with a solid heel and the other with 
a large, circular opening through 
the center of the heel. The new five- 
cornered geometrical heel is made 
for both low and high types. 
Delman’s patented construction 
double-deck platform is sensational. 
Modified platforms are adapted for 
spectator and dressy models. Closed 
toe types have definite toe interest 
—many variations of squared and 
walled-toe lasts are used. Smaller 
toe-openings appear in open-back 
shoes, and for slacks the low foot- 
stool is treated in puffed designs. 

















ALBERT C. SCHWEIZER of New 
York University says: “In planning 
a new shoe store, remember the ele- 
ment of simplicity. Fortunately 
there has been a growing apprecia- 


Re 
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tion that the merchandise is the 
thing. The store must be a setting 
for the goods sold in it. So there 
has been a constant elimination of 
elaborate mouldings, decorative 
gadgets, over elaborate fittings and 
furniture and excessively heavy 
architectural members. If an item 
in the store design does not fulfill 
a definite function or definitely 
help build an attractive rather than 
distracting setting for the merchan- 
dise, it must be eliminated. And 
with it can be eliminated a cost. 

“Unless carefully controlled, em- 
phasis on simplicity may lead to 
barrenness of effect in moderniza- 
tion. Satisfy these requirements by 
decorative use of details, of practi- 
cal equipment, by the use of color 
and light and by the ornamental 
display of merchandise.” 


€. R. NELSON of Nelson’s Shoe 
Store in Hopkins, Minn., says: 

“Why not inaugurate a campaign 
of shoe retailers asking manufac- 
turers to standardize catalog sizes? 
Our catalog file is always a ‘mess. 

“The Freeman catalog, just re- 
ceived, inspires us to ask why all 
aren’t just like it.” 


Rp 


“Gimme 50%, off and I'll take it.” 
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Glamorous Isa Miranda wears this striking peasant cos- 
tume and fancy stitched boots in Paramount’s “Hotel 
Imperial.” 


BEB ECAUSE Ann Sheridan had to walk eight miles dur- 
ing the rehearsal and shooting of a single scene in 
“Angels With Dirty Faces,” she believes no job is 
harder on the feet than acting. As a result, she offers 
five foot notes: 


1. Pat the favorite medicated foot powder on feet after morn- 
ing shower. 

2. If possible during the day, take off shoes and stockings, 
exercise and relax feet. 

3. In evening bathe feet with epsom salts solution and massage 
with a foot balm or emerald oil. 

4. Never neglect the weekly pedicure. 

5. Proper filing of nails and care of the cuticle makes feet 
more attractive and prevents minor foot ills. 


Nail heads on the toes of her brown alligator pumps 
are repeated on the purse Gale Page carries. 


7. a os 


Marie Wilson has a pair of the new Dutch shoes in 
brown lizard. Worn with a brown broadcloth suit they 
present quite a Dutchy appearance with their platform 
soles and turned up toes. 


* * * 


A pair of shoes, size 10% C, well-shined, but with 
large holes in the soles. This was the call that went 
out from M-G-M studios for “Ice Follies for 1939.” 
The shoes, required to be worn by Lionel Stander, pro- 
vided a real problem. The wardrobe department that 
prides itself on having everything from Indian moc- 
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HOLLYWOOD 
FOOTNOTES 


Ann Sheridan’s Foot Care . . . Star’s Shoes 
Join the “Up” Trend . . . Princess Baba Wears 
Shoes of Leopard Fur . . . Overshoes and 


Cleats for Ice Scenes . . . “Bells on Her Toes” 


Chiffon “Hankies” Form Dainty Foot Accent 


by 
kh. r. t. 


casins to glass slippers, was caught off-guard and had 
to have the soles worn down on a friction wheel. 

Rare legato skin dyed petrol blue makes up the 
shoes and bag designed especially for Rosemary Lane 
by one of the local better stores. 


. . * 


Shoes are the latest to join the “up” trend. Joan 
Blondell is wearing several interesting versions of the 
new stratosphere trend in fashions. For evenings, with 
a gold lame bouffant gown, she wears gold kidskin 
sandals laced around the ankles with gold kidskin 
thongs in the mode of a ballerina. Another exag- 
gerated style Joan likes is seen in her bootees of black 
baby calf which come up high over the instep and 
ankle. They button down the sides like the shoes her 
mother once wore. With a mulberry flannel suit Joan 
wears square-toed rockaways in black patent with plat- 
form soles and square heel of mulberry lizard. 


on * * 


Credit Princess Baba with a most unique costume 
accessory. She gained the admiration of Charlie Mc- 
Carthy and other members of “You Can’t Cheat an 
Honest Man” company by combining a dark moire 
frock with a leopardskin belt and leopard sandals. 


* * 


Geraldine Fitzgerald, Irish beauty, whose first Ameri- 
can picture is Warner Bros. “Dark Victory,” offers 
tired feet a foot massage formula from the “ould sod.” 
She says to melt one-half ounce spermaceti and an equal 
amount of white wax in a double boiler, take off fire, 
and stir in two-thirds ounce of camphor before rubbing 
the feet. 
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Ensembles in the Majer 








BASIC COLORS: 
NAVY and RUST. 
SECONDARY COLORS: 


Variety of harmonizing 
tones. 


SHOES: Rust |. Rosy (newest) 
2. Golden (classic). 


HANDBAG: Rust, matching 
shoes. 


STOCKINGS: Rusty, blend- 
ing with shoes. 

GLOVES: Pinkish beige. 

HATS, JEWELRY, BOUTON- 
NIERE, NECKWEAR, etc.: 
Wide range of colors pos- 
sible here in little touches. 
As just one example — of 
green veil on the hat (per- 
haps navy) might be re- 
peated in the jewelry. 


BASIC COLORS: 
NAVY and LIGHTER 


BLUES. 

SECONDARY COLORS: 
Variety of harmonizing 
tones. 

SHOES: LIGHTER - THAN - 
NAVY BLUES. 

GLOVES: Blue, matching 
shoes. 

STOCKINGS: Sunny beige, 
matching hat. 

HAT: Burnt Straw, with wide 
choice of colors for veil, 
flowers or ribbon trimming. 

HANDBAG: Novy. 

OTHER ACCESSORIES: 
Picking up shoe and hat 
colors oak introducing one 
or two other little color 
touches. 


Eusembles in the Miner 





With Vibrant 
Shoe Colors 





BASIC COLORS: 
NAVY and WINE. 


SECONDARY COLORS: 
Variety of harmonizing 
tones. 


SHOES: WINE (dark purply, 
medium or lighter tones). 

HANDBAG: |. Wine (match- 
ing shoes) or 2. Navy. 

GLOVES: !. Pink or 2. Wine. 

STOCKINGS: Wine cast or 
clear beige. 

HAT: Navy or Burnt Straw 
with touch of wine. 

OTHER ACCESSORIES: 
Other colors in small 
touches. Possibly white at 
neck or in boutonniére. Pink 
somewhere to match 
gloves. 


With Muted 
Shoe Colors 








BASIC COLORS: 

NAVY and BLACK. 

SECONDARY COLORS: Any number of 
harmonizing accent colors. 

SHOES: BLACK PATENT. 

HANDBAG: Black patent. 

GLOVES: Fuchsia, gold, blonde, teal, etc. 

STOCKINGS: Harmonizing with gloves. 


RHAPSODIES IN BLUE 


BASIC COLOR: NAVY. 

SECONDARY COLORS: Any number of 
harmonizing accent colors. 

SHOES: NAVY. (Platform and trimming 
es in accent color used for gloves 
or bag.) 


HANDBAG: |. Navy or 2. Accent color. 

GLOVES: |. Above accent color or 2. Navy. 

HAT: Repeating this accent color in whole 
hat or in trimming. 

STOCKINGS: Harmonizing with accent 
color. 

OTHER ACCESSORIES: Variety of harm- 
onizing colors in small touches. Choice 
depends on wearer. 


This softly tailored navy suit illus- 
trates four important fashion trends. 
The trend fo navy, fo short flared 
skirts, to brief, fitted jackets, fo fem- 
inine touches like the frilly, lingerie at 
the throat and the coquettish veil on 
the hat. 
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In this more classic tailored suit, the 
pleated skirt is the leading style idea. 
The longer fitted jacket is very new 
and smart and its color—light over 
the dark skirt—is important. So, too, 
is the very feminine hat worn with this 
mannish tailoring. 


o 
KEY OF lp) 
VARIATIONS FOR BLACK 


Ensembles in the Majer 


With Vibrant 
Shoe Colors 


BASIC COLORS: 
BLACK and RUST. 


The jacket may be black 
like the skirt or any contrast 
color except a purple. 

SECONDARY COLORS: 
Variety of harmonizing 
colors. 

SHOES: RUST |. Rosy (new- 
est) 2. Golden (classic). 

HANDBAG: Rust, matching 
shoe. 

STOCKINGS: Rusty, blend- 
ing with shoes. 

GLOVES: Black or jacket col- 
or. (With jacket in color). 
OTHER ACCESSORIES: In 
colors contrasting and 
blending with shoe and 


costume colors. 


BASIC COLORS: 
BLACK and WINE. 


Jacket may be black or any 
contrast color. 


SECONDARY COLORS: 
Variety of harmonizing 
colors. 


SHOES: WINE (dark purply, 
medium or lighter tones). 


GLOVES: Wine, matching 
shoes. 


HANDBAG: Black or jacket 
color. (With jacket in color.) 

STOCKINGS: Wine cast or 
clear beige. 

OTHER ACCESSORIES: In 
colors contrasting and 
blending with the shoe and 
costume colors. 


Ensembles in the Minor 


With Muted 
Shoe Colors 


BASIC COLORS: BLACK 


and the jacket color (if in contrast to the black 


BASIC COLORS: 

BLACK and BLONDE. 
Jacket may be black or 
any contrast color. 

SECONDARY COLORS: 
Variety of harmonizing 
colors. 

SHOES: BLONDE TONES. 

HAT: Burnt Straw, matching 
shoes. 

STOCKINGS: Blending with 
shoes. 

HANDBAG: |. Black or 2. 
Jacket color. (With jacket 
in color.) 

GLOVES: |. Jacket color or 
2. Black. 

OTHER ACCESSORIES: In 
colors contrasting and 
blending with the shoe and 
costume colors. 












skirt.) Note: Any color, except monotone navy, >. here you have them, the leading Spring shoe 
would be good for the jacket. colors, divided into two groups—the Major fo 
SECONDARY COLORS: Variety of harmonizing accent and the Minor’ to blend with the navy 
colors. and block suit colors. These shoe and costume 
SHOES: BLACK PATENT. (Platform, piping and colors we have called the ‘basic’ colors of each 
trimming may be in an accent color. See Mit) Ma un | 
“Handbag 2" below.) one set of coordinatd accessory colors. These we 
: 1. Black Accent color have called ‘secondary’ colors. With these sug- 
"atieeiiee alll — . " . gestions as a starting point, endless variations 
GLOVES: |. Same accent color or 2. Black. 
OCK : Harmonizi . cent color. Calf and kid, alone and in combinations with 
st INGS: 11 ising with @ s mesh, are the leading materials for the colored 


OTHER ACCESSORIES: In colors contrasting and BPP r rt tiny i Gk os 

biending with costume colors. good in the blonde tones) will also be sold in 
colors. Gabardine in navy and some black. Black 
potent in combination with black suede mesh, 
gabordine and kid 











can be worked out 






















W HERE are we going to replace the type of salesman 
or saleswoman that we want, and need, and must 
have? The salaries and working conditions in some 
stores do not attract the higher types of employees that 
we need, and the experienced men and women are the 
natural victims of time and age. 

Also, the possibilities of training these people in 
most localities is far from satisfactory. We have come 
to one conclusion—that you may have the finest mer- 
chandise in the country, the best advertising in the 
land, but if your merchandise is not sold intelligently, 
then this is the thin line between profit and loss, or be- 
tween red and black ink. 

The problem of educating your salesforce, whether 
it be one or one hundred—whether it be done individ- 
ually by the store owner or the person assigned to that 
particular work—is to all practical purposes the same— 
keeping always in mind that we must remember when 
we instruct and train a sales organization that from 
them will come a perfect reflection of your own per- 
sonality to the customer. 


There is an old saying that a salesman is born 
—but the birth rate is low. They are, in the ma- 
jority of cases, trained and not born. 


It is my personal feeling that in the near future, 
unless some form of improvement is made in the way 
that our personnel is hired, paid, educated and other- 
wise handled—that some form of regulation will be 
put into force so that the retailers will no longer have 
control of the hours, wages and other items pertaining 
to this branch of our business. This may take the form 
in some sections of the country of a license to sell 
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How TO BUILD 


by 
CLARENCE E. POLLACK 
Thayer-McNeil Company, Boston, Mass. 


Talk given at the Educational 


Meeting of the N.S.R.A., Chicage 


shoes, from the state—even as some states now license 
chiropodists, podiatrists, etc. 

I will say that I have always been extremely inter- 
ested in the development, welfare, and educational view- 
point of the retail salesman; perhaps because when | 
started selling after the broom and window cleaning 
days the only instruction a novice received was to be 
given a shoe horn and button hook. Yes, in those days 
a button hook was a necessary tool of the trade. We 
had no facilities for training except the opportunity to 
learn that which one could pick up for oneself. 

With the help of such men as Arthur Anderson, of 
the Boor anp SHor Recorper, Arthur Evans, now a 
newspaper man, together with a small group of retailers, 
who saw the need of instructions for salesmen, the 
Boston Retail Shoe Salesmen’s Association was formed 
and incorporated, which was known in all the prin- 
cipal cities east of the Mississippi. 


ET was purely educational, and time was given freely 
and more than willingly, by manufacturers, tanners, 
leather men, last men and advertisers and retailers. 
Over a period of several years, we enrolled about 300 
members in Boston. This period was followed by the 
so-called round table conducted at the Boot and Shoe 
Club weekly, from which practically every one of our 
department heads graduated. Now the picture has 
changed, and each merchant has to practically take 
care of his own problems individually. 

We, realizing the wisdom of our founder, James F. 
McNeil, who felt that the future problem would be the 
training of our young men, have been following along 
that line of thought. This policy has been carried out 
by the directors and department heads since the death 
of Mr. McNeil. He was, I honestly believe, one of the 
greatest storekeepers, if not of all time, at least of his 
time . . . ever thoughtful and kindly and understanding. 
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A BETTER SALES FORCE 
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Our most recent endeavor has been a course laid 
out for our junior salesmen, and the more promising 
of our stock boys, carried through with the cooperation 
of the Thayer McNeil directors and department heads. 
Although it is rather difficult to explain, I will try to 


give you an insight to this course. 


EN starting this course which was composed of 25 
or 30 employees, the word SALESMEN was adopted 
as a slogan. 


S ERVICE 

A PPEARANCE 

L OYALTY ; 

E NDEAVOR AND EFFICIENCY 
S ERVICE 

M ETHODS 

E NERGY 

N EGATIVE 


The reason this slogan was adopted is very plain as 
it was broken up into topics for each meeting, each 
letter standing for an important subject to be discussed, 
as follows: 

Service, APPEARANCE, LoYALTy, ENDEAVOR, SERVICE 
again, for the second S, for as always service is what 
you are selling, although you may think you are selling 
shoes; Metuops, which include appearance, manner, 
and the ability to close a sale; Enercy or health, 
which you must have to be successful, and last but cer- 
tainly not least, the thing or element that we all want 
the least of—Necative Quatities, such as bad man- 
ners, discourtesy and the old stock phrases, “You 
don’t want, do you?” 

The subject of APPEARANCE was divided into the 
following divisions: unpleasant appearance, ill health. 
irritable disposition, chip on the shoulder attitude, shy- 
ness, slow thinking, pessimistic outlook on life, and 
refusal to accept training. 


To facilitate selling all shoes are photographed 
on arrival at the store with a Brownie Camera. 
The center oval is cut out, stock numbers added 
(according to the key on the right), and glued 
on the end of the first shoe box in each style. 


Quoting from the speaker who addressed our sales- 
men on that subject: 

“These qualities are fundamental, and they cannot be 
changed by any training within the power of a superior. 

“Persons possessing one or more of these qualities to 
a prominent or marked degree, cannot be really suc- 
cessful salesmen. They are misfits, and it is a kindness 
to them to direct them to other occupations where they 
will not be so seriously handicapped.” 

With regard to Loya.ty, the next word in the slogan, 
points emphasized were: 

1. Loyalty to each individual in the company, and 
loyalty to himself and his own ideals. 

2. The united loyalty of all of the ideals of service 
and satisfaction of the organization that employs us, 
and for which it has been noted. 

You will note that we use the second S, the next let- 
ter in the slogan for Service also, because we feel that 
twice as.much SERVICE is needed in salesmanship as 
any other quality. The speaker on this subject brought 
out these ideas: 


TO give good service means: Be alert and gracious 
in your manner. Be particular about your appearance. 
Know the location of every bit of merchandise in your 
department—what is displayed in the windows and 

cases—and know the prices and what is advertised. 
Now, of course, we cannot go into the entire prob- 
lem of these junior meetings, but we would follow 
through the entire slogan as I previously explained— 
methods, energy, and negative qualities of selling—and, 
following these talks we divided this class into small 
groups to visit convenient shoe factories, the United 
Shoe Machinery, and leather houses. After which we 
[TURN TO PAGE 34, PLEASE] 
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COMMUNITY SELF HELP HAILED 
AS CURE FOR 
UNEMPLOYMENT 








George E. Musebeck, Shoe Manufacturer, Is Origi- 
nator of Unique “Danville Plan” Which Attracts 
Industries to City and Then Helps Them to 
Prosper, Thereby Expanding Payrolls—Frank P. 
Meyer, Shoe Merchant and Mayor, Lends Helping 
Hand to Project; Commerce Chamber Also Aids 














GEORGE E. MUSEBECK 
Who Took the Initiative in Promoting “The 

Danville Plan.” by 
AL P. NELSON 











TWO shoe men, one a manufacturer and the other a retailer, 
are playing an important part in one of the most carefully 
planned industrial and retail promotional projects in the coun- 
try. The shoe manufacturer is G. E. Musebeck, president of the 
Musebeck Shoe Co., Danville, Ill., and the retailer is Frank P. 
Meyer who, in addition to operating a fine shoe store at Dan- 
ville, is also the mayor of the city. 

The program in which the two men are cooperating, along 
with other Danville business men, is the Danville Plan for indus- 
trial, retail and wholesale development of this territory, and it 
is already bearing results. The Danville Plan is a well-organized, 
consistent program for bringing new industries to Danville, a 
city of 36,000 people, 135 miles south of Chicago; it also in- 
cludes a supervisory assisting service to manufacturers to run 
their businesses more efficiently, plus a fine retail school whose 
services are open to every retailer, wholesaler and manufac- 
turer in Danville. 

These coordinating services in the Danville Plan are attract- 
ing nation-wide attention and are expected to boost Danville 
business considerably, as well as to serve as a model for what 
can be done in other large and small communities. 

The Danville idea is really the “baby” of G. E. Musebeck, 
who has taken the initiative in furthering the plan. Mr. Muse- 
beck has made an outstanding success in the shoe manufactur- 
ing field with the well-known line of Health Spot shoes and has 
a wide experience in manufacturing and retail problems. 





























: HON. FRANK P. MEYER 
Experience has taught Mr. Musebeck that, In general, cost of Mayor and Shoe Merchant Who Co-operated 
operation does not get as much attention as sales in small and in Furthering Danville’s Industrial Project. 
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Type of factory building designed to meet the requirements of established manufacturers who 
are attracted to Danville under development plan. 


medium-sized manufacturing concerns, as well as in the 
average retail shoe store, and while he realizes that 
sales are tremendously important, nevertheless, manu- 
facturing and retail management are factors which 
make for prosperous institutions, capable of weathering 
almost any depression, and bringing prosperity to many 
communities as well. 

Under the Danville plan, a special building organiza- 
tion, the Danville Development Company, officered by 
local business men, builds factories for established 
manufacturers wishing to locate in Danville, and these 
buildings are paid for on a pay-as-you-rent basis. Three 
manufacturing firms have already been attracted to 
Danville under this plan, Grogan Photo Service, Clear- 
water Tank Co., and the National Egg Grading Equip- 
ment Co. All Danville is cooperating specifically with 
these firms to help them succeed. And that is where the 
Danville plan differs from all other former plans 





throughout the country, many of which placed incom- 
ing manufacturers under obligation to citizens who sub- 
scribed to a “kitty” to get them into town. 

Says Mr. Musebeck of the Danville Plan: “In Dan- 
ville, we feel that it is the local community that has the 
opportunity to work its own way back to prosperity. 

“More and more people are beginning to realize that 
while the government in Washington may offer relief, 
it is up to each community to solve its own problems 
by getting its people back to work. 

“With more consistent payrolls, there will be more 
jobs for the unemployed, less need for relief, better 
retail business, increased demand for building crafts- 
men, a loosening of credit at banks and a much better 
feeling among the people in general. Only through 
steady employment can we expect to have peace in 
business and industry. 

[TURN TO PAGE 41, PLEASE] 
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Dr Scholls 
VAT [ele 


A NEW Miracle Relief for CORNS, 
CALLOUSES, BUNIONS, SOFT CORNS, 


FOOT 


NEW STAR PERFORMER WITH FAST 
TURN-OVER AND LONG PROFIT! 


Here it is—the biggest sensation in foot 
relief that Shoe Dealers have known in 25 
years — the New Super-Soft Dr. Scholl's 
Zino-pads! 

Everybody’s talking about this latest and great- 
est discovery of Dr. Scholl’s. Entirely different 
in design, shape, con- 
struction and texture! 
This development in 
foot relief has 10 new 
selling features of 
irresistible appeal to 
foot sufferers. 





.10 NEW POWERFUL 
SELLING FEATURES 


| Kurotex cushioned — 630 % 
» Ee softer, more flexible. 


2. Vastly more protective, 
: soothing. Instantly relieve 





25% increased tity, 
Cora, size at NO EXTRA 








IRRITATIONS 


LABORATORY AND CLINIC TESTED 


Tests made by a noted Laboratory show that 
New Super-Soft Dr. Scholl’s Zino-pads are 630% 
softer, more flexible! Exhaustive tests in large 
Foot Clinic prove they relieve pain of Corns, Cal- 
louses, Bunions, Soft Corns, Sore Toes and other 
foot irritations much faster and more lastingly. 
Also that they are much more effective in lifting 
shoe pressure and friction! 


NEW THIN, SEAL-TIP SCALLOPED EDGE 


A striking feature of the New Super-Soft Dr. 
Scholl’s Zino-pads is the thin, SEAL-TIP, Scal- 
loped Edge (Patent pending). It permits the pad 
to mold and seal itself to the contour of the toe or 
foot with form-fit smoothness. New waterproof 
adhesive—does not loosen or come off in the bath. 


NEW PACKAGING 
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NEW POWERFUL 
SELLING 
FEATURES! 


SOFT AS A POWDER PUFF! 


Cushioned with Kurotex of countless fleecy fibers, 
New Super-Soft Dr. Scholl’s Zino-pads are soft as 
a powder puff. The instant you see and feel them, 
you'll realize that the very beauty and softness of 
these pads alone are enough to make them a 
tremendous success. 


NEW SEPARATE GRADUATED 
MEDICATIONS 


Another big sales appeal is the Separate Medica- 
tions in every box of New Super-Soft Dr. Scholl’s 
Zino-pads for quickly removing corns, callouses 
or soft corns. Separate Medications for Corns are 
graduated in size for quickly, gently removing 
small, medium or large corns. 


INCREASE IN QUANTITY! 


25% increase in quantity, Corn Size, at 
NO EXTRA COST to consumer — 15 
Pads and 12 Separate Graduated Medi- 
cations to retail at only 35c. Also in- 
crease in quantity of Callous, Bunion 
and Soft Corn Sizes. In addition to the 
extra value your customers get, your 
own profit on New Super-Soft Dr. 
Scholl’s Zino-pads is as liberal as ever! 


For Corns, 
Sore Toes 


BIG ADVERTISING 
CAMPAIGN 


New Super-Soft Dr. Scholl’s Zino- 
pads are being advertised in large 
space in practically every Maga- 
zine, Newspaper and Rotogravure 
of importance in the United States 
—including The American Weekly 
and This Week! Be the first in 
your city to offer the public New 
this new kind of thrill in <4 - Shape for 
foot relief. Send in your : — 
order NOW. 


y For 
¥ Soft Corns 
Between Toe: 


Sensations 
on Bottom 
of Feet 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicago 
62 W. 14th St., New York 


For Bunions 
Enlarged 
Joints 


GAD’ Scholls 


Soft 


VAT Ti Fe: 
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OUTLOOK 


Shoe Styles in a Race for NEWS 


THE astonishing fact that “clearances have lost their 
bite” isn’t readily accepted by’ shoe merchants. They 
think that the public never changes and that a bargain 
price is the best bet of all. But we have checked in 
many parts of the country and discovered the same 
reaction. 

The merchant continues to think that he can hold 
old merchandise for a period of six months and then 
dump it at a price—because that’s the way things were 
done in the days of his merchant forefathers. 

Here’s the new answer in a very few words. Shoes 
are so low in price that the public isn’t interested in 
saving a dollar and being out of style by that small 
economy. Rather they will pay full price for new patent 
leather or colored shoes instead of clearance price for 
suedes out of season. 

When a merchant buys one hundred pairs of shoes 
for Fail selling—sells sixty pairs at full price, ten pairs 
on P.M.—what’s he going to do with the remainder, 
when a clearance ad won’t move the very shoes that 
contain not only his profit but also some of his selling 
expense? This is indeed a very serious subject because 
shoes can’t be merchandised as you distribute any other 
article of wearing apparel. The size factor in shoes 
makes it impossible to sell down to the last pair at 
regular prices in the regular season. 

So you see, it is necessary to have better merchan- 
dising methods in season if this collapse of the clearance 
season is something that will happen next July and next 
January and so on and so on. 

Shoes must be bought not as inventory—but as “pro- 
motional pieces” carrying an enthusiasm for their sale 
for a shorter period of time than a season. Moving the 
shoes will then become more important than buying 
them. The whole organization of the store will be 
geared up to the speedier sale of shoes and we will 
have twelve seasons a year. 

Make no mistake about it. The public wants what it 
wants when it wants it. The farmer’s daughter has come 
to town and in every village and hamlet she is as keen 
on style as if she were window shopping on Fifth 
Avenue every day. She may economize on everything 
else but she is not going to economize on the variety 
and thrill of her dress—because that’s a big item in her 
young life. 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


We are in a period of shoe selling made more inter- 
esting by what I term “conversation pieces”—that is to 
say, shoes that lend themselves to conversation between 
customers and friends, long after the purchase. Shoes 
are in the news definitely. In this category come plat- 
forms, wooden sole shoes and all the novelties that 
sprinkle and brighten the window. They are the spices 
that sweeten the business. 

In operating a good store they should not in any way 
dominate the business—any more than spice should 
over-season a meal. But there does seem to be a ten- 
dency in the direction of going “nuts” over novelties. 

We want to retain the eye-interest and the conversa- 
tion-interest of the public in novelties—even though 
there are wild extremes in footwear. They serve the 
purpose of making modern America ankle-conscious. 
We were on the point of saying foot-conscious but that 
term has been almost appropriated by the orthopedic 
fraternity. The two extremes—head and feet—contrib- 
ute to the gayety of a nation and there seems to be no 
end to the freakish things that can be designed. 

Remember, we are going into a long Summer season 
and all spice does not a business make. It is possible 
for style to become all things to all stores so that in the 
end it becomes nothing to any store. 

There is a term being generally used in the trade— 
i.e., “footballing,” which means that a good style is 
rushed the length of the field in an incredibly short 
space of time. A style may originate at a price around 
$20.00 on Fifth Avenue and in a very few hectic weeks 
it has been picked up and carried into price levels all 
the way down to $3.00 shoes. And then a final push 
puts it on the counters of the variety stores at $1.00 a 
pair. The pattern is the same but the final number is 
so filled with substitutes that it is only an outline 
shadow of the original creation. 

We traced one fast novelty and saw it go the entire 
length of the price field in a period of six weeks. Shoe 
style is squeezed breathless in the race for NEWS. 





56 
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DUTCH REFLECTIONS 


AMSTERDAM 
for MEN 


HANS 
for BOYS 


GRETCHEN 
for MISSES 


[27] 


The original AMSTERDAM, 
@ product of United Last Company 
model room, was first shown at New 
England Shoe and Leather Fair in 
June, 1938. 


Sincere enthusiasm for this new inno- 
vation in wood was spontaneous and 
a bright future predicted for its ac- 
ceptance. 


The AMSTERDAM not only reflected 
style relief but the sound fitting qual- 
ities found in the walled forepart, 
rocker sole, and individual toe ex- 
pression combined to make it the 
most popular and important devel- 
opment in wood seen in years. 


The popularity of this now famous 
DUTCH family reflects the sound 
originality of United Last Company's 
model department. 


Nomes of manufacturers making shoes on the 
AMSTERDAM will be furnished on request. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH 


Brockton, Mass. 
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NLY 7 months ago Goodyear gave the American shoe repair 

field a brand new idea in top-lifts—TAWPS*—the Goodyear 

cushioned-leather top-lift for women’s shoes that wears twice 
as long as ordinary leather lifts. 

Since that time, more than a million pairs of TAWPS have been 
sold and applied by shoe repairmen. And every pair was sold at 
@ premium price! 

What does that prove? 

It shows that women like TAWPS — that they want TAWPS — 
that they are willing to pay a premium to have them on their shoes. 

And it further proves that if women will go to the trouble of 
having TAWPS applied to their old shoes, they will welcome the 
opportunity of getting them on new shoes. 

Smart shoe manufacturers will be quick to take advantage of 
this fact — for the same reasons that they’re willing to pay extra 
to give men’s shoes the added sales appeal of other Goodyear 
shoe products. 

They know TAWPS will help dealers sell their women’s shoes! 


THE GREATEST NAME 1% RUBBER 
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HERE’S WHY 
WOMEN LIKE TAWPS 


1. TAWPS actually last twice as long 
as ordinary top-lifts. 

2. TAWPS have a tiny rubber insert 
that cushions every step. 


3. TAWPS wear evenly, preventing 
heels from fraying or squashing 
out at the edges. 


4. TAWPS are smart-looking, 
and keep their neat, trim 


CUSHIONED-LEATHER 


\ CAW Bs 


AND NOW 


Without the benefit of one line of consumer 
advertising, a million pairs of TAWPS have 
been sold by the shoe repair field. 


And now Goodyear will launch an advertising 
campaign in big national weekly magazines to 
promote TAWPS and other Goodyear sole and 
heel products. 


TAWPS ARE AVAILABLE 

TO THE SHOE TRADE 

THROUGH THE VULCAN 
CORPORATION 


COMES NATIONAL ADVERTISING 


This advertising has a combined circulation 
of close to 6,000,000. The actual number of 
messages in this campaign will total almost 
100,000,000! 

And this magazine advertising will be aug- 
mented by radio broadcasts over more than 
fifty broadcasting stations. 


*TAWPS, trademark of The Goodyear Tire & Rubber Company 
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Two-tone and combination shoes with white predomi- 
nating are reco: by men’s stylists for wear with 
the new cuffless trousers. Two-tone shoes, they state, 
emphasize the mission of this trimming detail. The 
suit to the left shows a sport jacket made of light 
weight fabric of camel's hair in green. The slacks are 
of tailored wide wale tan mixture tweed. The suit to 
the right is one of the new lapelless collarless 

The coat is tailored of light weight green and tan 
checked Shetland and the slacks of brown. The Grin- 

gola sport shirt can be worn either in or out. 


MIEN’S shoes for Spring and Summer will be sold 
more definitely from the standpoint of “shoes for the 
occasion” if shoe retailers follow the aims set up for 
the men’s clothing business at the convention of the 
National Association of Retail Clothiers and Furnish- 
ers, which met at the La Salle Hotel in Chicago, January 
16 to 19. This meeting not only struck the keynote of 
“merchandising style for the occasion” for men’s cloth- 
ing during the coming season, but also included a 
forecast and showing of the coming styles. Predictions 
were gathered from a men’s style show, several style 
clinics and conferences. 

Indications in nearly all of the showings pointed to 
a large season for shoes in brown, brown combina- 
tions, and particularly brown and whites. This is a 





NEW MEN’S APPAREL TRENDS 
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WILL 
EMPHASIZE 
SHOE STYLES 


Cuffiess Trousers, Featured for Sports 
Clothes, Tend to Focus Attention on 
Footwear, Commentators at Clothiers’ 
and Furnishers’ Convention Point Out. 
Brown, Brown and White and Two-tone 
Brown Combination Seen as Due for In- 
creased Volume Because of Future 
Trends in Men’s Suit Fabrics. 


prediction which is already being substantiated by 
large re-orders from Southern resorts, local men’s shoe 
manufacturers report. Showings also indicated a great- 
er acceptance of the novelty patterns in sport shoes 
due to the more careful attention to jacket and slack 
and shirt and slack combinations. Shoes on the runway 
were furnished by Florsheim Shoe Co., Stetson Shoe 
Co. and Smith Smart Shoes. 

That off shades of green are the coming color for 
both suits and top coats was indicated, not only in the 
style show, but in exhibits and conferences. Speaking 
on the trend in men’s clothing styles, Ralph Lonius, 
men’s clothing buyer for J. L. Hudson Co., Detroit, 
said that while light greys will still comprise about 30 
per cent of men’s business suits this Spring, green has 
increased from 3 per cent in 1938 to 20 per cent in 
1939. In the style show, green was featured in all types 
of Spring apparel. Brown shdes were most frequently 
shown with these green clothes with custom brogues 
and wing tips predominating. Although there were 
several dark browns shown, the lighter browns and 
tans predominated. A few blacks and greys with re- 
verse calf treatment were also shown. 

Double breasted models will be seen in more than 
60 per cent of the Spring suits, stylists stated, most of 
them in the drape type of tailoring. Highlighted on 
the runway were the three button single breasted drape 
suits worn with two buttons fastened. Most popular 
fabrics will be worsteds and cheviots, it was predicted. 
with patterns largely herringbones and stripes. The 
latter are reported to be increasing in popularity for 
the business suit. 

[TURN TO PAGE 48, PLEASE] 























BOOT anv SHOE RECORDER, February 11, 1939 


“ Ma 


4, 


Gt SOLE STITCHING 
MACHINE — MODEL C 


wie -*., " e+e 
IN See 
a PE ee le a Sie 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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For Man’s Greater Comfort 


Growing interest in leisure-type 
footwear for men is counted on by 
buyer Max Lackner of the May Co. 
shoe department, Denver, Colorado, 
to greatly stimulate men’s business 
this Spring. 

Mr. Lackner has lined up a five- 
point merchandising program to capi- 
talize on this male style interest. It 
involves: 

1. Buying of every new item that 
seems to have possibilities. 

2. Extensive advertising. 

3. Prominent window and interior 
displays. 

4. Concentration of attention on 
style by means of joint displays of 
the same shoes in several colors 
whenever they are available. 

5. Close cooperation with the men’s 
clothing and furnishing departments 
on inter-departmeni suggestion. In 
joint meetings salesmen have been 
impressed with the fact that they’re 
doing the customer a definite service 


in bringing style-right shoes to his 
attention at the time he buys other 
merchandise. 

“We're convinced that there’s a big 
field to be developed in leisure-type 
footwear for men,” says Mr. Lackner. 
“Indications point to more interest in 
this type of footwear during the cur- 
rent year than ever before. That be- 
ing the case, it’s up to us to capitalize 
on that interest.” 

* * * 


“Makes New Shoes Look as Good 
As Old——Bootmaker Finish.” 
(John Ward, N.Y.) 


—OPI— 


Artificial Daylight 


The General Electric Company has 
recently placed a fluorescent Mazda 
lamp on the market which bears in- 
vestigation by retailers interested in 
keeping up with the latest develop- 
ments in store lighting. 

It is a slim tube of glass in various 











Why Customers Are Lost 
Indifference of salespeople 9% | 
Ignorance and misrepr tation of goods 8 30% 
Haughtiness of 7 f 
Over-insistence of salespeople 6 
Errors and delays in service 17 | 
Unwilling to exchange goods and tricky 33% 
- geatiieds 10 | 
Attempted substitution of goods 6 } 

High prices 14 
Slip-shod store methods 13 
Poor quality of merchandise 10 
Total 100% 
N.C. R. CO. 











by JOHN F. W. ANDERSON 





lengths and diameters, that glows with 
striking richness—in artificial day- 
light or seven distinctive colors. 

It gives approximately twice the 
light per watt as an ordinary incan- 
descent lamp, is stronger mechanical- 
ly (having no filaments), radiates con- 
siderably less heat, has twice the life 
of an ordinary light and is easier on 
the eyes. 














Their installation cost is higher 
than ordinary lights—an _ eighteen 
inch length, one inch in diameter cost 
$1.50 plus an auxiliary, but their up- 
keep is less considering their longer 
life and the fact that a 15-watt lamp 
does the work of a 75-watt incandes- 
cent lamp. They have the advantage 
over Neon lights in that they are re- 
placeable by anyone in a jiffy in case 
a tube burns out or a different size 
is desired. 

In shoe stores they are especially 
useful for window, show case, shelf 
and other display lighting. Their use 
should be especially profitable this 
Spring with the emphasis on bright 
colored shoes—an effective artificial 
daylight lamp should more than pay 
for itself in increased shoe sales. 
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BEST IDEA OF THE WEEK 
OLD WORDS WITH NEW MEANING 
(Austin Shoes, Inc., 1454 Broadway, N. Y.) 


O. P. Ideator—“I was passing by and that sign in 
your window ‘Austin Awful Good Shoes’ stopped me 
dead in my tracks. I had to come in and find how 
you happened to adopt such slogan.” 


Manager Clarence Faulkner—“That sign stops a 
great many other people also. We thought we ought 
to get pretty close to the man public with a good hon- 
est shoe value and an ‘average man’ promotion. One 
day a customer said, ‘These are awful good shoes’ and 
we've used the phrase ever since.” 


O. P. Ideator—“Well I must say that it was quite 
a shock to see the words in Jumbo type in the window, 
on the show cards and on the cartons.” 


Mr. Faulkner—“Don’t you think that this is a good 
time to get away from the fancy stuff in advertising 
that appears in Esquire and advertising in general. 
For after all very few men can take cruises, Florida 
vacations and live the life of society. Most men in 
fact have to work darned hard 50 weeks of the year 
and I’m beginning to think that all that keeping up 


O. P. Ideator—“Maybe that explains why some of 
the great pulling ads are mostly pictures and captions 
and boiler plate typography.” 


Mr. Faulkner—“You're right it’s honest looking and 
that is what we feel is the effect our simple art work 
tries to sell.” 


O. P. Ideator—“Thanks. With good shoes and sound 
advertising I can easily see why you are doing a good 
busines. I think I'll try to show a sketch of how the 
type looks.” 


AUSTIN 


AWFUL GOOD 
SHOES 


with the rich is Hoopla.” 











Mesh—A New Femininity 


Nevstadt’s Shoe Store in Little 
Rock, Arkansas, is giving considerable 
attention to a successful promotion of 
mesh shoes for Spring. 

As Mr. Bujarski says, “The prob- 
lem here is to get the shoe on the 
foot, for it looks ten times as en- 
trancing on the foot as it does in the 
hand or on display.” 

He suggests a display appealing to 
female eyes on the theme, “You know 
what a veil does for a pretty face. Let 
us show you what a mesh shoe does 
to give allure to your foot.” 

* * # 

“Gabardine, most flattering of shoe 
fabrics, combined with lastex for 
better fit, greater beauty.” 

(Mandel’s Shoe Salon, Chicago) 


An Appropriate Background 

Macy’s department store in New 
York believes that the way to sell 
shoes is to create a background re- 
flecting the atmosphere in which the 
shoes are to be used. 

To create an appropriate scene for 
their children’s shoes they poured a 
bag or two of sand onto the bottom of 
their display case, creating a beach in 
miniature. Proving once again that 
shoes in a realistic setting attract at- 
tention and sell. 


“The Hollander comes to town! 
The Hollander is fashion’s latest gift 
to women with young ideas about 
shoes. You'll love their up-turned 
toes and almost heart-shaped heels 
. « « and how you'll revel in their 
grand comfort.” 

(Volk’s, Dallas) 
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Continuing the emphasis on 
comfort in leisure footwear. 


—OPI— 


SPRING BEGINS MARCH 21. 
Here are a few suggested ad phrases 
to use in your displays and advertis- 
ing: 


“Spring begins” 

“Spring in the air” 

“Greater Spring shopping season” 

“March opening events” 

“March of opening events” 

“March of extra values” 

“Accepted fashions for little money” 

“Look at all three” 

“You can’t beat this value” 

“They will afford you worthwhile 
savings” 

“On the scent of Spring” 

“Meet Spring halfway” 

“Women—support yourselves” 

“Spring is where you find it” 

“Let Spring begin” 

“You’re in the Spring fashion pic 
ture” 

“We'll be seeing you” 

“Spring beckons! All people to the 
call respond” 

“The hounds of Spring are on 
Winter’s traces” 

“Spring is everywhere” 

“First glimpses of Spring” 

“Spring does the sporting thing” 

“March into Spring” 

“Spring footnotes” 








(34) 


Salesmen Sent to College 


This fall we have been sending a 
group of young people to a series of 
lectures of the university extension 
course held under the direction of the 
National Department of Education, on 
the Art of Salesmanship. 

At the finish of this course these 
young men are expected to write a 
1500-word thesis on the subjects that 
they have been listening to. We believe 
that their time has been well spent. 
We believe also that they have shown 
improvement and have reacted to the 
words of wisdom that have been given 
them by these men, so well fitted to 
talk to them on these vital subjects. 

We do not want to give the impres- 
sion that we have neglected our regu- 
lar sales force—as so far we have 
spoken only of group education and 
junior instruction. We are of course, 
advising them and using means to in- 
terest them in new merchandise as well 
as disposing of old merchandise (like 
all stores, I am sorry to say, we have 
our old merchandise problems) and also 
in new ideas, advertising, etc. In fact, 
every Friday morning with the excep- 
tion of vacations and sales periods, a 
meeting is held from 9:00 to 9:30 at 
which time we have general discussions. 


Photographic Records Kept 


Now there are several ideas that we 
believe make our selling a little easier, 
that you may be interested in. The first 
is the fact that our merchandise depart- 
ment photographs every shoe that is 
bought in the Spring and Fall buy. 
Right away a great many of you are 
saying to yourselves—We couldn’t af- 
ford that—that must be expensive. But 
the joke is, gentlemen, we are using a 
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How to Build a Better Sales Foree 


[CONTINUED FROM PAGE 21) 


phen, mean type of heel. Odd numbers 
except those ending in 5 mean a heel 
below 18/8; even numbers mean a heel 
above 18/8 and all numbers ending in 5 
mean plastic, which is our orthopedic 
shoe. Therefore, Number 463-15 in- 
stantly means to one of our salespeople 
brown suede oxford on our plastic last 
and heel. This may sound complicated 
to you but it is extremely simple. This 
code is printed on cards and given to 
all of our employees that they may 
familiarize themselves with the styles. 

Now before I explain further of the 
use of our photos I must explain that 
we place our cartons, or shoe boxes, on 
their sides in single rows with the cov- 
ers to the left always. Our boxes have 
monograms of T. M. Company placed 
so that with the cartons on the sides 
the monogram is up and down. Now, at 
















ee “, 
eee 





the left of each line, or style, they are 
all in sequence, that is, all pumps to- 
gether, all straps together, etc. On the 
head box at the left is placed an oval 
photo. The salesman sees the number 
of the style and the picture of the pat- 
tern and by pulling out the box so that 
he can see about 5-6 inches of the bot- 
tom, he can see a sticker which has 
been attached that gives the size run 
bought. For instance, 5-9 and the width, 
say, triple A to C, together with the 
price and any other numbers that may 
denote that the shoe has been bought 
in black, brown, or blue. We have found 
this an excellent help to our sales or- 
ganization. One other thing we do with 
these photos is to use a card about 
12x14 on which these ovals of photos 
are mounted by kind. These are in rows 
—the idea being that in every depart- 
ment every shoe that is bought for 
that department is pictured on this 
merchandise card. It might surprise 
you if I told you that in many cases a 
customer is able to sit down and dis- 
cuss with our salesman the style of 
shoe that she had in mind, that we have 
bought but has not yet arrived. In 
other words, we make it possible for 
them actually to see the style—and we 
trying to eliminate, not the forgot- 
man, but 


are 
ten the forgotten shoe and 


style, which so frequently happens par- 
ticularly if the stock is large. 

There is no doubt that many of you 
have even better methods than these I 
am discussing with you and you may 
rest assured that if I can meet the en- 
thusiastic individual who is willing to 
talk I am going to try and find out that 
better way before I leave Chicago. 

I have one other original idea—that 
is, we think it is original, perhaps we 
are wrong—but, we do not hire extra 
salespeople during sales. In a great 
many stores this is almost revolution- 
ary. We have discovered by our method, 
which is hiring stock boys so that our 
stock will be put away as fast as shown 
that our salespeople can sell more 
shoes than they can with extra sales- 
people who do not know the stock, get 
underfoot, and often mis-mate shoes 
when putting them away. We hire these 
boys a week before the sale starts and 
assign each boy to about two or three 
sections (you know our store is very 
high ceilinged and it becomes necessary 
to use long ladders) and the boys learn 
and familiarize themselves only with 
these sections—they know nothing 
about the section next to them—and 
their job is to learn these shoes and 
put them away. These shoes are picked 
up at different intervals and placed on 
their counters and they keep them clean 
even during the toughest going. 

Now all the ways we do these things, 
can be modified to suit any store or any 
community whether it be instructing 
your sales force in somewhat of a com- 
munity form, or in your individual way, 
or by those assigned by you for that 
particular work, or the manner of 
handling your stock for easy sales. It 
makes no difference, whether you em- 
ploy one or 100 persons, it is the same. 

In closing I would like to give you 
a few simple rules that I have had to 
learn the hard way, by experience: 

1. Hire only boys and girls that have 
the earmarks of potential salesmen 
and saleswomen. 

‘2. LEAD your organizatoin, not 
DRIVE. They will respect you more 
and work harder. 

8. Interest in the welfare of your or- 
ganization will pay big dividends. 
Know your employees’ problems and 
they will try and help yours. 

4. Give a man a job to do, have con- 
fidence in him, and let him do it with- 
out interference. 

5. In criticizing employees, do it in 
a constructive manner in private. It 
builds respect. 

6. Intelligent selling very definitely 
marks the thin line between selling 
shoes at a profit or a loss. 
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featuring Glovetex SHUGOR. 


/ ‘ne. aitbon oe 


and as luxurious to the nites f 


Imagine a shoe that “tries on” easily; a shoe that 
looks trim, neat, smart, the minute it is on the foot; a shoe 
that pone anew sense of comfort to the customer, with- 


out the slightest loss of ultra-modish appearance; a shoe 

that correctly fits the usually “hard to fit.” Can you im- 

ogine all these remarkable features combined in ONE 
e 


Footwear this season, incorporating all these de- 
sirable merchandising and meg points, will be designed 
and successfully produced only with SHUGOR Glovetex 
elastic backing. Write for samples of the new 


Glovetex SHUGOR. 

By means of a recently developed process, selected 
leathers, gabardines, and other style-shoe fabrics may 
now be othed with ‘SHUGOR Glovetex elastic wo 
producing a material (far superior to the experimentall 
elasticized or “stretchable” shoe) in which there is = 
ways the necessary stretch, while maintaining a smooth 
top line and even surface. Vamp- peeve mg is easier; 
cementing and stitching are more quickly done; in fact, 
every step in the making and finishing of the shoe is 
expedited when materials backed with SHUGOR Glove- 
tex are used,— and the utmost in economy is realized. 


Retailers will specify SHUGOR Glovetex elastic- 
backed materials, because of perfect fit, finer appear- 
ance, and lasting satisfaction A their clientele. 


THOMAS TAYLOR AND SONS 


HUDSON, COPR, 1939 THOMAS TAYLOR @ SONS. INC. MASSACHUSETTS 
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| Allied Kid Company Introduces 
i TWENTY 


I New Pastel Shades in Standard Kid 
and Vode Doeskin 








Coror, as vivid and varied as possible, has become a must in shoe 
promotion. This season, the flower tones of a spring garden have been 
transplanted into mossy doeskin and petal-smooth kid for resort and 
evening shoes, and for accents on street shoes. From the twenty new 
ALLIED KID COMPANY leathers listed below, it is possible to work 
out brilliant effects, with countless variations of two-tone, multi-tone 
and ombré design. 
















For Immediate Promotion Specify: 



















| Color Glazed Kid - Vode Doeskin 
Primavera Green 6 994 
Fuchsia ‘4 975 
Cyclamen 5 953 
Lilac 7 992 
Wistaria 17 990 
Berry Red 2 - 937 
Delphinium Blue 420 934 
Admiralty Blue 36 980 
Fresh Earth 405 993 
Pastel Parchment 425 _— 





Rose Blush 407 —_ 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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THIS WEEK 





IN THE SHOE TRADE 


Saturday, February 11, 1939 


National News 





Demand for Open Shoes and Color in South 





New Colors Selling Well in Southern Resorts with Open 
Platform Shoes Dominating Style Picture 


M1aMI, FLa.—A survey of the Miami 
shoe stores shows two important trends 
developed by exclusive shops and pop- 
ular-priced dealers alike for Spring— 
open toe and heel sandals and platform 
soles. 

Cowen’s, the store with the slogan, 
“Five Months Ahead of the Nation,” 
in an initial showing, stressed shoes 
other than those of the sandal type— 
the more conservative lines, but with 
plenty of open toes. One was a white 
buck open toe oxford with a low heel 
and an unusual amount of vamp orna- 
mentation. A tan and white pin- 
punched stepin pump featured a smart- 
ly-tailored bow. A combination of blue 
or tan with white featured an interest- 
ing low-cut side with a wide strap 
connecting the vamp and counter. All 
the shoes had an unusual amount of 
detail. All the new colors are moving, 
ombre tans and blues, Chianti wine, 
rust, beige and India brown. Calf, 
suede, kid and gabardine are all good. 

A. 8. Beck has an interesting window 
this month which centers about an as- 
trologer peering into a great crystal 
bowl. Their shoe predictions for Spring 
include. deep tones and romance colors, 
complexion colors and tobacco tones. 
Platforms are being featured in every- 
thing from sports to formal types, 
from whites and pale pastels to deep 
tones, and they are showing up in 
every new shoe fashion. The “fortune 
teller” is also predicting “Meshmer- 
ized” for next Summer—a cool, easy-to- 
wear shoe offered in many versions and 
with matching handbags. 

Baker’s had a promenade of 1939 
Summer models in the popular price 
field in which the all-white shoe was 
important, as was the white with clear 
bright color contrast. Platform soles, 


open toes and open heels were all em- 
phasized. Heels were slightly higher. 

Nankin’s offers the more conservative 
shoe, but again it is a shoe for next 
Summer that carries a tremendous 
amount of detail. One shoe that may 
be important is a sporty peasant model, 
with bootstrap and platform heel and 
with a very high vamp. 

At Al’s Bootery the “A Tisket” san- 
dal and the “A Tasket” pump are high- 
light for Spring. The sandal is a 
draped two-tone model and the “Tas- 
ket” follows the lines of a classic pump, 
with open toe and cut-out along the 
side. 

Boyd’s is showing dressmaker touches 
in many of their popular-priced shoes. 
Open toes predominate, with consider- 
able emphasis placed on platform soles. 

Butler’s has a tear-drop open-toe, 
open-heel wedge sole that is new and 
different. It carries a low heel with 
high vamp extending in a strap around 
the ankle, all in one piece. The tear- 
drop motif is carried out in a series 
of cutouts up the front. “Scoop Silhou- 
ette” is the name given an open-toe, 
open-heel sandal, cut in one piece to 
resemble a grocer’s scoop. Of special 
interest are the heels shown here. One 
is very high, of spool-shaped, variated 
blocks. Another is the “Pharaoh” heel, 
flat, wider at the bottom than the top. 

At the Mark Store, Jerry Cole has 
introduced a new line of smart tropic- 
styled shoes that are already becoming 
season’s successes. It is a new line 
being featured at $4.95, the lowest 
priced shoe this department has ever 
featured. “Sirota” is an open-toe, open- 
heel sandal, with low heel that has a 
most unusual pleated saddle. “Eeny” 
is a most attractive sandal in pastel 

[TURN TO PAGE 88, PLEASE] 


C. F. Gauen on Jones-Walsh 
Sales Staff 


INDIANAPOLIS, IND.—Charles F. 
Gauen has been appointed traveling 
representative for the Jones-Walsh 
Shoe Co., St. Louis, Mo., women’s shoe 


CHARLES F. GAUEN 


manufacturers, in the Central Western 
States. He has been connected with the 
shoe industry for many years and 
traveled in all parts of the country. 
He has recently become a member of 
the Indiana Shoe Travelers’ Associa- 
tion. 


Ludmer Plans Chicago Store 


Cuicaco, Itu.—Samuel Ludmer of 
St. Louis, Mo., has leased space at 
5812 W. Madison Street which will be 
opened soon as a modern women’s shoe 
store. This is the first of a contem- 
plated chain in the Chicago area. 
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Slippers 
+4AND CRAFTED 
PULL LEATHER 
ALL COLOes 
DANVERS SHOE Co 








Children's Footwear 











edicra 
“SHOES 


HAND LASTED 
CHILDREN’S SHOES 
Finest Quality 


PEDICRAFT onensee” & Ritee Ste. 











Inner Soles and Counters 








Burnside Joins Harrell Co. 


Otney, Texas—J. C. Burnside, for- 
merly manager of the shoe department 
of the Fashion Shop, at San Angelo, 
Texas, now is in charge of the shoe 
department of the W. C. Harrell Com- 
pany, Olney, Texas. 











February 12, 13, 14, 1939 
Monthly Shoe Buyers Days, Chicago 
Shoe Travelers’ Assn., Hotel Morri- 
son, Chicago, Ill... February 27, 28, 1939 
Buffalo Shoe Style Show, Hotel 
Statler, Buffalo, N. Y...March 5, 6, 1939 
Official of American Leathers 
and Style Conference for Fall, 1939, 
Waldorf-Astoria Hotel, New York 
March 27, 28, 1939 
Fall Opening Shoe Fashion Guild of 
America, Hote] Biltmore, New York 
May 9, 10, 1939 
Annual Convention, Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, Il. 
May 21, 22, 1939 
Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 
Jane 11, 12, 13, 1939 
Iowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
Pe hb hcnvedeeed June 11, 12, 13, 1939 
Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 
June 12, 13, 14, 1939 


Annual Convention, Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 18, 19, 20, 1939 

Michigan Summer Shoe Fair, Pant- 
lind Hotel, Grand Rapids, Mich. 

June 25, 26, 27, 1939 

National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

July 24, 25, 26, 1939 

Official Opening of American Leathers 
and Style Conference for Spring, 
1940, Waldorf-Astoria Hotel, New 
ME ac bovesdiee September 18, 19, 1939 





Demand for Open Shoes 
And Color in South 


[CONTINUED FROM PAGE 37] 


yellow, pink or blue doeskin, with the 
vamp fastened to the sole by a series 
of tiny bows. They are showing a lot 
of elasticized leather, doeskin, calfskin 
and buckskin in this assortment. One 
of the best shoes is called “Rietta,” a 
new high-cut step-in pump of suede 
with grosgrain braid at vamp and 
quarter. 

Burdine’s is showing a new high- 
heeled draped sandal with a platform, 
interesting in dahlia or burnt straw 
patent. A “Topsy Turvey” sandal is 
another interesting shoe in the new 
1939 version of open toe and heel and 
upside-down vamps, in which the colors 
reverse on each side. 

White buck with mud-pie tan trim 
has been good, as has a white buck with 
cranberry suede, indicative of the trend 
to high colors. An interesting shoe for 
men that has had a nice acceptance 
is a braided natural tan leather with- 
out hard boxing. It is proving the pop- 
ular footwear to accompany sports or 
slacks suits. 
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for youngsters 


Back of these superlative little shoes is an 
organization of specialists who know a great 
deal about the shoe requirements of grow- 
ing feet. Lasts, patterns and construction 
have been developed with the cooperation 
and approval of leading medical men. When 
you sell these best-known little shoes you 
sell fit, comfort and satisfaction that build 
business. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 














To sum up present indications, deal- 
ers declare that white will again be 
a leading number; that there is op- 
portunity to increase volume at least 
10 per cent by suggesting the extra 
colored shoe; that heels are of tre- 
mendous importance, particularly as an 
advertising lead and in displays; that 
the comfort of a platform sole because 
it lifts the foot from hot pavement 
needs to be emphasized; that not many 
fabrics are showing; that dyed kid in 
pastel shades is good, and that, alto- 
gether, the outlook for a big Spring 
and Summer business is mighty good. 





Philadelphia Retailers Hold 


Luncheon Meeting 


PHILADELPHIA, Pa.—A well-attended 
luncheon meeting of the Independent 
Shoe Retailers’ Alliance of Philadelphia 
was held recently. President Irving S. 
Feldman presided and various problems 
were discussed. 

A motion was unanimously passed 
placing the association on record as 
being definitely opposed to the opening 
of cut-price retail outlets by large Phil- 
adelphia jobbers. The president was 
authorized to contact out-of-town shoe 
retail associations and their members 
to solicit their aid in objecting to this 
unfair method of competition. 

A special meeting will be called in 
the near future to discuss this matter 
further. 
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Bought Walk-Over Shoes 
112 Consecutive Seasons 


BROcKTON, Mass.— Maurice Fitz- 
simons of Fond du Lac, Wisconsin, is 
proud of his record of 56 years of con- 
secutive buying from one manufac- 
turer, and Geo. E. Keith Company of 


MAURICE FITZSIMONS 


Brockton, the manufacturer, is just as 
proud of the record. 

The shoe retail business of M. 
Fitzsimons & Sons was founded in 
Fond du Lac in 1854 by Maurice Fitz- 
simons, father of the present owner, 
who has himself been connected with 
the store since 1880, a matter of some 
59 years. 

Maurice’s son, Michael, a grandson 
of the founder, was also with the busi- 
ness up to the time of his death in 
1926. 

For 56 of the 59 years during which 
Maurice Fitzsimons has been in the 
store, he has purchased Walk-Over 
shoes, 112 consecutive seasons without 
a single break. 

The Geo. E. Keith Company, founded 
in 1874, boasts eight retailers who 
have sold Walk-Over shoes for 50 years 
or more, and 395 dealers who have 
handled the shoes for a quarter of a 
century or longer. 


Takes Over Scherer Plant 


Cupany, Wi1s.—The Scherer Leather 
Co., here, has been taken over by the 
Graton & Knight Co., Worcester, Mass., 
which is continuing to operate the 
plant. 

The Scherer plant was closed for 
three weeks recently, but following the 
sale, was reopened when the Graton & 
Knight Co., was informed by A. I. and 
G. H. Scherer that they believed the 
plant could be operated here just as 
well as in the East. Both have become 
associated with the Massachusetts firm. 

The Scherer company is currently 
employing 107 persons and has an an- 
nual payroll of about $200,000. 





Play up the trim beauty of the new open toe shoes in 
your window and department displays. Tu-Toe emphasizes 
every style feature that women look for. The popular new 
colors lend themselves particularly to enticing displays on 
colored Tu-Toe Fairy Forms. 


The soft, delicate materials used for modern open toe shoes need 
Tu-Toe to give them life and shape in displays. Tu-Toe holds heel and 
ankle straps in the proper position, while the two tinted nails “peeking” 
through the small toe opening present a strikingly life-like appearance. 


Tu-Toe is made with a square heel for open back styles and a round 
heel for closed heel shoes. Regardless of which styles you plan to fea- 
ture, Tu-Toe Fairy Forms will display them best. Don’t let competitors 
who are more “display minded” take the lead in your community. 
Present your own shoe styles with compelling “sales appeal.” Show them 
just as they will appear when worn — with Tu-Toe Fairy Forms, and 
convert window shoppers into customers. 


Let Tu-Toe help you sell your shoes. 
Clip coupon below for full information. 


Shoe Form Co. Inc. Auburn, - 7. Dept. BS-2 
GENTLEMEN: Please send me information on the Fairy Form line 
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Women's Shoes 
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M. J.SAKS SHOE CORP. 152 Duane 8. N.Y.C. 











Carton Labels 


LA BELS 


ToLman: DAVIDSON 
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Dancing Shoes and Taps 





PLEXIBLE TAP DANCING SHOES 


Lightening 
Step 


oper eatin go A 
a iS 
Owens Suoe Co. 


28 Goodhue St. 
Salem, Mass. 








A. W. Payne, Jr., Vice- 
President of S. Waterbury 


BROOKLYN, N. Y.—Alfred W. Payne, 
Jr., has been elected vice-president of 
S. Waterbury & Son Co., manufacturers 
of infants’, children’s and misses’ shoes, 
here. His brother, Kenneth W. Payne, 
has been elected secretary of the com- 
pany. 


Billiken Offering Mat Service 

LyncuBurG, Va.—The Billiken Divi- 
sion of Craddock-Terry Shoe Corpora- 
tion have just completed and are issu- 
ing toe Billiken dealers its attractive 
new mat service. This service, com- 
prised of seven ads, uses tested size 
space and features a novel copy and art 
treatment. Gay little figures and bright 
short copy set the stage for Billiken 
shoes, which are given excellent display. 
Among the copy themes are “Billiken 
Shoes Plant the Seeds of Foot Health,” 
and “The Teen Age Wants Style and 
Billiken Has It,” both strong selling 
arguments in modern children’s shoe 
merchandise. 


Mayfield with 
Nacoma Boot Co. 


Nacoma, Texas—A. L. Mayfield is 
now covering the States of New Mexico, 
Arizona and California for The Na- 
coma Boot, Inc., this being his initial 
trip for this company. He is carrying 
the entire line of cowboy boots, laced 
and field boots made for both men and 
women, in addition to the recently 
added line of little boy cowboy boots. 
The Nacoma Boot company has been 
in business since 1925. Miss Enid Jus- 
tin, the president, is a daughter of H. 
J. Justin of Fort Worth, and learned 
every detail of the boot-making business 
from her father. 





Plan Summer Shoe Fair 


Granv Rapips, Micu.—The second 
Michigan Summer Shoe Fair will be 
held in Grand Rapids, Mich., June 25 
to 27, at the Pantlind Hotel, Cary Ver- 
burg, representative of the William 
Brooks Shoe Company, will be the 
general chairman. 

About 100 lines will be displayed. 
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Key 
To 


EXTRA SALES! 














PAckED from cover to cover with extra- 
sale items, the new Bass catalog is now 
ready. If you don't receive your copy, o 
post card will bring one. See the new 
models of Sportocasin Golf Shoes, the 
latest developments in Bass Outdoor 
Footwear, and the fast-moving Saddle 
Oxfords illustrated below. 





Dept. BS-11, Wilton, Maine 





G. H. BASS & CO. 











Others attending the preliminary com- 
mittee meeting held at the Pantlind 
Hotel were H. B. Lovall of Roberts 
Johnson & Rand Co., Curtis Johns of 
the Grove Shoe Co., and E. H. Dicker- 
son of the James Shoe Manufacturing 
Co. 





Krippendorf-Dittmann Salesmen Meet 


















At a recent mid-season sales meeting of The Krippendor}f-Dittmann Company, 


Stanley 


for the early 


business 
above, are, top row: J. Carl ren Charles V. 


R. Brundage, FX 


Hultgren, Edmund J 
Morris Schmidt, Frank A. Woll, Otis R. Brundage, i. 


general manager; Harry F. Miller, Lawrence 


Givien, cipgredhent aan 
hoff, Jack C. Friedauer, Fred E. Kirkman. John 


7 beret wid Chote Hichoos 


were not present when this picture was taken. 
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Community Self Help Hailed 


[CONTINUED FROM PAGE 23] 


“Every person put back to work 
earns and pays out money that sup- 
ports many other peopie. That is im- 
portant. 

“Under the Danville Plan, industry 
is invited to locate in our city, but a 
fine, efficient building is not enough. 
Real operating help is what small man- 
ufacturers need. Many manufacturers 
think the only way to succeed is to bor- 
row more and more money. We think 
there are other and better ways. 

“Our plan is to stay with the small 
manufacturer when he comes to Dan- 
ville. We will help him adopt the very 
best methods for his business and we 
make it our job to find out what those 
methods are. We also have a manu- 
facturers’ and retailers’ school and 
council where we all get together and 
work out these problems right at the 
factory. In that way, such things as 
operating costs will be a known factor 
every month and not estimates of 
doubtful value, and through a group 
which we call ‘sales engineers,’ we 
manufacturers will have our own busi- 
ness development organization. 

“These sales engineers are a part of 
the Danville Plan; their job is to help 
these small manufacturers and they 
have a personnel that has 
experience in their special fields, either 
in Danvillle, Chicago, New York or 
elsewhere. Small manufacturers mov- 
ing to Danville under the Danville 
Plan are going to succeed.” 

In studying the problem of bringing 
back prosperity, Danville business men 
learned that 75 per cent of the smaller 
industries have found it to their ad- 
vantage to be located in smaller com- 
munities, provided suitable buildings 
could be made available. What these 
industries wanted was modern, stan- 
dardized buildings so constructed and 
so located as to meet their particular 
present needs and provide for possible 
future expansion. But financing a fac- 
tory building and site is an obstacle 
that blocks much industrial develop- 
ment. And here was a problem. 

To meet the problem, the Danville 


Plan was originated, and the Danville 
Development Company was organized 
to carry it out. In reality this com- 
pany was formed to create business in 
Danville, and it is believed to be the 
first of its kind in history. The officers 
and directors are Danville business 
men, manufacturers, bankers, property 
owners and other citizens whose faith 
in their community has prompted them 
to invest in its future. 

The Danville Plan provides for the 
erection of small, modern, standard- 
ized, low-cost factory buildings which 
established manufacturers can acquire 
without initial investment and pay for 
on a monthly basis and after about ten 
and one-half years own outright. 

These factory buildings are designed 
to meet the efficiency requirements of 
some 75 per cent of all industries. They 
are constructed in 40 feet, 50 feet and 
60 feet widths, free of posts. Units 
contain 5000 square feet or any number 
of square feet up to 20,000 and, under 
certain conditions, even larger units 
may be constructed. 

A separate company, made up of a 
group.of experienced business men and 
known as sales engineers, aids these 
manufacturers on matters relating to 
auditing, financing, merchandising, ad- 
vertising, production, labor and tariff. 
This group further conducts a training 
school for financial and budgetary con- 
trol, not only for industrial organiza- 
tions but also for retailers. Courses in 
sales engineering will and are being 
given to teach and train coming young 
executives in the value of sound busi- 
ness management. Value of monthly 
budget operations and profit and loss 
statements to aid in obtaining bank 
credit are especially stressed. The Dan- 
ville Plan is a business proposition. It 
does not place a manufacturer under a 
never-ending obligation to the com- 
munity on account of any gift, charity 
or free privilege. Manufacturers oper- 
ating under the Danville Plan will owe 
allegiance to no one, and this becomes 
a factor of great importance in the 
years to follow. 


The Musebeck Shoe Company has 
assisted in the organization of 18 sepa- 
rate corporations through its dealers 
and salesmen, and in addition has con- 
ducted the retail management and sales 
school for store personnel groups, there- 
by making available to the Danville 
retail school through the courtesy of 
Mr. Musebeck the experiences of the 
retailers attending these schools. The 
retail shoe stores operated by these 18 
corporations have management, sales 
and display problems common to every 
retail business in the country. 

According to officers of the Danville 
Development Company, one of the great- 
est advantages gained by building fac- 
tories on a standard plan is that costs 
are exceedingly low. The corporation 
pays no salaries, its accounts are au- 
dited by certified public accountants, 
and its legal affairs are managed by 
reputable attorneys at a nominal cost. 

There is no initial financing or cash 
deposit required by manufacturers for 
the construction of the factory build- 
ing. The building and land cost is pro- 
rated over a period of about 10 to 11 
years. Payments are 1 per cent month- 
ly of the total cost. 

The cost of the land and buildings 
averages between $1.50 per square foot 
to about $1.80 per square foot for build- 
ings with extensive interior improve- 
ments such as partitions, etc. 

The cost per month averages con- 
siderably less than rental space for 
metropolitan buildings of the same type, 
however, in the Danville Plan the 
ownership of land and building is ac- 
quired after about 10 years by the 
manufacturers. Provision is also made 
for established manufacturers requir- 
ing less than 5000 square feet. 

The entire plan is financed and moti- 
vated by civic-minded citizens believ- 
ing in aiding the community. They have 
subscribed for $100,000 capital stock 
of the Danville Development Company, 
which in turn will issue 6 per cent 
preferred stock to the public secured by 
the factory buildings they erect. The 
company may pledge its entire capital 
and surplus as a guarantee for the 
payment of principal and interest on 
this stock. 









































































TO 
BUY 


Riding Boots 











Store Fixtures 





HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 


HOWELL Siiincss 











Shoe Executive Wins 
Gold Medal 


Cuicaco, Itu.—From eleven thou- 
sand business letters submitted by 
nationally known companies from coast 
to coast, a letter writen by H. N. Fisch, 
sales manager, H. J. Justin & Sons, 
Inc., Fort Worth, Texas, won a Dart- 
nell Gold Medal Award as one of the 
best business letters of the year. 

This Dartnell All-American Gold 
Medal Award is made annually for the 
purpose of raising the standards of 
business correspondence. Executives 
from all over the country compete, 





from left to right: Ray Brownhill, 
entertainment 


Wetherby, 
Fontius, a. 
tion; C. WwW. S. 


Los ANGELES—President C. H. Fon- 
tius, of the California Shoe Retailers 
Association, has announced the ap- 
pointment of his committee chairmen 
for this year’s annual convention. Paul 
Jesberg, widely known Los Angeles 
merchant, will act as general chairman. 
Charles Kirsner, as convention man- 
ager, will handle all registrations. 
Programs for the business sessions will 
be under the direction of G. M. Proctor, 
while Henry Wetherby will have 
charge of entertainment and banquets. 
Responsibility for merchants’ atten- 
dance has been undertaken by Ray 
Brownhill, and Dave Klinesmith and 
Casey Jones will be liaison officers for 
manufacturers’ participation. G. W. S. 
Reed will handle publicity. The first 
meeting of this Convention Council 
gave every indication that the ap- 
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Plan for California Shoe Convention 







ion; Henry 


Committee for the convention of the California Shoe Retailers Association are, 
merchants’ regist 





publicity chairman; Paul Jesberg, general chairman, and 
G. M. Proctor, program chairman. 


proaching event will contribute much 
of definite value to all who attend. 

The CSRA convention, scheduled for 
June 11 to 14 at the Biltmore Hotel in 
Los Angeles, will place special em- 
phasis on the business side, with out- 
standing national figures presenting 
worthwhile facts. Discussion groups 
will permit the exchange of valuable 
merchandising ideas. The social side 
will not be overlooked, however, for 
in addition to the splendid entertain- 
ment promised by Henry Wetherby, 
Genera] Chairman Paul Jesberg is 
personally arranging for an exciting 
Golf “Calcutta”. 

Manufacturers’ requests for exhibit 
space are already being filled. All 
communications should be addressed to 
Association Headquarters, Biltmore 
Hotel, Los Angeles. 





sending in what they consider to be 
the best business letter they have 
written during the previous twelve 
months. 

A distinguished committee of ex- 
ecutives, including J. C. Aspley, presi- 
dent of The National Federation of 
Sales Executives, sits in judgment on 
the letters submitted and awards the 
Gold Medal to what they consider to 
be the best letter from the point of 
view of actual effectiveness under ac- 
tual business conditions. 


Nordland’s Move Shop 

GRAND ISLAND, Nes. — Nordland’s 
Shoe Store, for years located in North 
Platte, have moved their shop into the 
Sweetbriar Shop. Mr. and Mrs. C. H. 
Nordland will continue to operate the 
department. The Sweetbriar Shop re- 
opened in new quarters, recently, after 
redecorating and remodeling the build- 
ing. 


Childs Given Bon Voyage 


Dinner 
Hotyoxe, Mass.—The Childs Ten- 
Year Club held a bon voyage dinner at 





the Roger Smith Hotel, recently, to 
honor Mrs. Thomas S. Childs and son, 
Benjamin W. Childs, of Childs Shoe 
Store, who sailed for a month’s stay 
in the Barbados, British West Indies, 
where they will visit Prescott Childs, 
who is United States Consul there. 

There were 35 employees present. 
The decorations were in nautical ef- 
fects with a festive array of cut 
flowers, flags and a cruise ship for a 
centerpiece. 

A. P. Beauchemin, president of the 
club, presented Mr. Childs with an 
electric razor and a foreign travel book. 
Mrs. Childs received a corsage of gar- 
denias. Mr. Childs, who is honorary 
president of the club; responded, thank- 
ing the organization for its hospitality 
and good wishes. 


Mueller to Manage 
Roberts Store 





Fonp pu Lac, Wis.—Al Mueller, 
formerly with Carson, Pirie, & Scott, 
Chicago, has been named manager of 
the Roberts Shoe Store here suceeding 
S. C. Barron, who becomes manager 
of the firm’s Racine, Wis., store. 
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Obituaries 


William M. O’Donnell 


Humpoitpt, TENN. — William M. 
O’Donnell, president and founder of the 
O’Donnell Shoe Company, Humboldt, 
passed away at his home, here, on Fri- 
day, Feb. 3. 

Mr. O’Donnell, who was 78 years of 
age at the time of his death, had spent 
nearly 60 years in active work in the 
shoe trade where he was a well-known 
figure. The last 30 he was head of the 
firm which he founded in 1909, manu- 
facturing a line of welts for women 
and children as well as riding and other 
type boots. 

Born in Lesueur, Minn., he moved to 
St. Paul where he started work with 
the C. Gotzian Shoe Company. He re- 
mained with that firm for nearly 30 
years, resigning in 1909 to form his 
own company which was moved to 
Humboldt, Tenn., in 1935. 

Funeral services were held from the 
Cathedral in St. Paul on Monday, Feb. 
6, with burial in Calvary Cemetery. 

Surviving him are his widow and two 
sisters. 


Max F. Steinbauer 


Winona, MINN.—Max F. Steinbauer, 
60, head of the Steinbauer Shoe Store, 
here, and of the shoe department of 
Barron’s, La Crosse, died recently at 
his home after a brief illness. A stroke 
following a heart attack caused his 
death. 

In 1898 Mr. Steinbauer started work 
for H. J. Grabow, operator of a shoe 
store in Winona. In 1910 he and the 
late J. R. Baker purchased the business. 
In 1937 J. Harold Baker, son of J. R. 
Baker, withdrew from the business, 
leaving it in the hands of Mr. Stein- 
bauer and his son, Max V. Steinbauer. 
Mr. Steinbauer established a shoe de- 
partment in Barron’s department store 
in La Crosse last August. 

Mr. Steinbauer was a member of 
Winona Council No. 639, Knights of 
Columbus, Wenonah Tribe No. 20, Im- 
proved Order of Red Men and Winona 
Lodge No. 327, Benevolent and Pro- 
tective Order of Elks. He is survived 
by his widow, three children, Josephine 
and Max V., of Winona, and Wilton, of 
Evanston, Ill.; one granddaughter, Fe- 
licia Ann Steinbauer, of Evanston; one 
stepbrother, Carl J. Steinbauer, of Min- 
neapolis; and two stepsisters, Frances 
Steinbauer and Mrs. Oscar Schuster. 

Funeral services were conducted at 
the St. Thomas Pro-Cathedral. Burial 
was at St. Mary’s cemetery. 


Elmer P. Hoyt 


LEwIsToN, Me.—Elmer P. Hoyt, 42, 
head of the Hoyt Wood Heel Company, 
died recently at the office of his fac- 
tory. Mr. Hoyt came here from Haver- 
hill, Mass., three years ago. His wife 
and two children live in Haverhill, and 
his mother in Bradford, Mass. 
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John M. Lyons 


PROVIDENCE, R. I—John M. Lyons, 
for 20 years a member of the shoe 
retailing company of Mulvey & Lyons, 
died recently at St. Joseph’s Hospital, 
in this city, following a prolonged 
illness. 

His business was for many years 
located on Union Street and was then 
removed in succession to Dorrance 
Street, Arcade Building and the Alice 
Building, at which location the business 
was discontinued upon Mr. Lyons’ re- 
tirement two years ago. 

Mr. Lyons was born in Watertown, 
Mass., but came to this city early in 
life. He is survived by his widow and 
three daughters. 


LeForest R. Tabor 


HAVERHILL, Mass.—LeForest R. Ta- 
bor, 80, retired member of the shoe 
manufacturing firm of Hilliard and 
Tabor, Inc., died recently at Hale Hos- 
pital following a two-year illness. 

Mr. Tabor, who was born in Lowell, 
Dec. 6, 1858, son of the late John and 
Alvira Ann Tabor, before his retire- 
ment 20 years ago had been engaged 
in the manufacture of women’s shoes 
for 40 years. 

He entered the shoe manufacturing 
industry in partnership with George 
Mitchell in 1880, and three years later 
became a member of the firm of Noyes 
and Tabor. He was for 16 years a 
member of the firm of Webster and 
Tabor, a partnership which preceded 
establishment of Hilliard and Tabor, 
Inc. 





To Close Baltimore Store 


BALTIMORE, Mp.—Enzel of Paris will 
soon close its doors in Baltimore. The 
store, located at 5 West Lexington 
Street, was one of the most attractive 
shoe stores that the city has ever seen, 
and the merchandise featured had defi- 
nite appeal. However, there are a great 
number of shoe stores on this block and 
the population of the city has not grown 
to keep pace with the new shoe enter- 
prises that have opened on Baltimore’s 
leading shopping thoroughfare. Enzel 
of Paris held a gigantic closing-out 
sale in which approximately 5000 pairs 
of shoes were offered below the regular 
selling price. 


Bender Honored for 
Travel Record 


CLEVELAND, On1I0—Murray Bender, 
head of Murray-Bender Shoes Inc., 
1815 Euclid Avenue, has been made a 
member of the “100,000 Mile Mainliner 
Club” sponsored by United Air Lines. 
This indicates the amount of travel 
which Mr. Bender has done by way of 
the air. Club membership requires 100,- 
000 miles on regular scheduled airlines 
of this country. Mr. Bender is at pres- 
ent in Miami Beach where he is spend- 
ing a month’s vacation. 





WHEN YOU 
STEP OFF THE 
TRAIN IN 


NEW YORK 


EMPIRE STATE BLOG. 
HOTEL | 
McCALPIN 


PENN. STATION 


\ <S= {GRAND CENTRAL TERMINAL 


LLL 


The Hotel McAlpin is only a 
block away from the Penn- 
sylvania R. R. Station and 
only seven minutes from the 
Grand Central Terminal. 
B. & O. Motor Coaches stop 
at our door. 


Decidedly, the Hotel McAlpin 
is “A Great Hotel” in the 
center of convenience. 


LARGE ROOMS, NEWLY 
FURNISHED & DECORATED 
SINGLE from $3. DOUBLE $4.50 
THREE POPULAR PRICED 
RESTAURANTS 
* 


M‘ALPIN 


BROADWAY AT 34th ST., NEW YORK 
Under KNOTT Monogement 
John J. Woelfie, Monoger 
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St. Louis Jobs 


We mean it - - 


never before 


such values 

@ The largest selection of can- 
cellations, jobs and sam 
from the better St. SS 


factories — (men’s, women’ 
children’s). - 
All top-notch values 
styles that will enable you to 











M. K. WEIL SHOE CO. 
1326 Ave. St. Mo. 





: 





General Shoe Corp. Sales 
Up 62 Per Cent 


NASHVILLE, TENN.—An increase of 
62 percent in sales on General Shoe 
Corporation lines for the first 12 weeks 
of the current selling season as com- 
pared with the same period a year ago 
is reported by Maxey Jarman, presi- 
dent of the corporation. This increase 
represents the greatest gain by General 
Shoe products for this period of the 
season during the past five years, Mr. 
Jarman said. 

The Nashville manufacturer ascribed 
the progress made by his corporation 
to a “happy combination of advanced 
styling, value and aggressive adver- 
tising and merchandising policies” of 
the various specialized selling divisions. 

Production has been correspondingly 
stepped to maintain the “in-stock” ser- 
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vice policy of the corporation, under 
which shoe retailers over the country 
are enabled te obtain needed sizes and 
widths through “at once” handling of 
mail orders throughout the season. Un- 
der this policy, retailers can keep their 
stocks complete without maintaining 
large inventories. This increased pro- 
duction has brought~the total daily 
output of General Shoe plants above 
30,000 pairs. 

Substantial increases are shown by 
all the selling divisions of the corpora- 
tion, which are the Jarman, Richland, 
Belle Meade, Davidson, Dominion, 
Edgewood, Kingston, Barrett, Sewatiee, 
and Statler Shoe Companies. 


Hofheimer’s Shoe Club 
Elects Officers 


Norrotk, Va.—The first regular 
meeting of Hofheimer’s Shoe Club for 
the coming year was held in the As- 
sembly Room of the.Granby Street 
store, with retiring president, George 
Manson, presiding. 

After the minutes of the last meet- 
ing had been read and approved, the 
first order of business to come before 
the floor was the election of new officers 
for the coming year. The new president 
of the organization is Harold Goldberg, 
with Fred Walden as vice-president, 
and Barbara Eley Staylor in the role 
of secretary and treasurer. 

Following other routine business mat- 
ters that came before the meeting, 
David S. Hirschler, president of Hof- 
heimer’s, Inc., spoke to the club and 
offered his congratulations on the 
successful activities of the past year. 
Mr. Hirschler then introduced Thomas 
L. Young, head of promotions of the 
U. S. Rubber Company, who took 
charge of the program for the evening. 
An interesting style show was pre- 
sented, showing the new line of 
Kedettes for the Spring and Summer 
seasons, exhibited on lovely models. 
Following the show, refreshments were 
served. 

Looking back over the activities of 
the past year, social highlights include 


the annual outing at Mr. Hirschler’s 
Summer home, several enjoyable dances, 
and a final banquet for the retiring 
officers. An informal talk by Harry 
Fontius, president of the National Shoe 
Retailers’ Association, was an interest- 
ing feature of a Summer meeting. 





Opens Quality Shoe Store 


LAKE WorTH, F.ia—tThe Quality 
Shoe Store has been opened at 12 
Reanno Arcade by Samuel Aronberg. 
Buster Brown shoes for children and 
Brownbuilt sport and dress shoes for 
men and women will be featured. Mr. 
Aronberg comes to Lake Worth from 
Covington, Va., where he was formerly 
engaged in the shoe business. 





Cantor to Manage Department 

Detroit, MichH.—Harry Cantor has 
been made manager of the new shoe 
department recently opened in the 
Rosenberg Department Store, at Mich- 
igan Avenue and 30th Street. This is 
an old established department store 
which formerly carried a shoe depart- 
ment which was discontinued a few 
years ago. 


Nordstrom’s Enlarges Store 


SEATTLE, WASH.—A new main en- 
trance, a new entrance to the enlarged 
men’s department, and three new win- 
dows for the women’s department will 
be among the additions to Nordstrom’s 
shoe store, in this city. 

Construction began recently on the 
1800-square-foot enlargement, which 
will increase the store’s size to 5400 
square feet, including 90 feet on Fifth 
Avenue, and 60 feet on Pike Street. 
Half the ground floor of the adjoining 
Ranke Building will be used. 

The work is expected to be completed 
by March 1, E. Nordstrom, store man- 
ager, said. 
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e does know that the 
r shoes stay neat and 
that this pair is more 
ble in the toe because 


re no wrinkled linings. 


stinctively, she pays her 
to Celastic in going back 
e same store — or in asking 
e same brand — when she 


s her next pair of shoes. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





[46] 








BOOT anp SHOE RECORDER, February 11, 1939 


; ted anv florets 








SALESMEN WANTED | 


- SALESMEN WANTED 


BUSINESS OPPORTUNITY 








Write full particulars as to experience, 
peting lines. 


SALESMEN WANTED: 726 720i¢ srowtn oe Donan 


ment has created openings for several live salesmen experienced in selling Men's 
Better Shoes. Our lines retail at $4 and $5, and are outstanding for Style and Quality. 
lines carried, territory travelled, and all 


information necessary to acquaint us with your ability. No objection to non-com- 
PLYMOUTH DIVISION, John E. Lucey Shoe Co., Middleboro, Mass. 














OPPORTUNITY: 


MARYLAND “VIRGINIA 


Eastern manufacturer of strong line of Goodyear Welt Service Shoes and Oxfords, 
stocked in widths, wishes representation in each of the following states, by men 
who are interested in a money-making side line on a strictly commission basis. 


Write us fully, stating territory you now cover, name of line you now carry, 
number of accounts you are selling, length of time in territory, and giving names 
of three parties to whom we may refer as to your character and ability. 


Address No. 120, care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


W. VIRGINIA OHIO 











WANTED—Salesmen by established manufac- 


oer 6 cay Ck dan otis Soe © 





retailers at f: erritories 
ee a 
pa A BY pe Ay 
rose $i, care care Boot & Shoe Re- 
soodee 239 Wane New York, N. Y. 
E*paasencee salesman to sell Shoe Manu- 
' es to es ———_ > 
land terri opportuni 
aed i and finest 


capegomns one of Boe 's oldest 
wholesalers. Address $119, Boot and Shoe 
Boston, Mass. 


Recorder, 140 Federal Street, 





Ne gy» ood bY cover the states 
Arkansas and 


bt 9 
sees, + ee ae with other lines. 
NORTH LEBANON SHOE FACTORY, 
Lebanon, Pa. 


Tennessee. Men’s Work 





ee New York, Long 
Pennsyl Delaware, 

Mar od: Sat of Cohembie, M Mis- 

wert “Oh Obio—to carry ‘side line of ladies” $5.00 

and $6.00 arch type and corrective shoes. I 

stock and Make-ups commission 

eos $928, care Boot & Shoe Raserder, ay 

est 


9th Street, New York, N. 





WANTED TO PURCHASE 





AEG kansas be 





ecorder, 239 West 39th Street, 


RGSTe ot ety ee = 
Bok "Ends "and Instructions 
a~ a Vee & we, Se 


fontaine, Ohio. 





LINE WANTED 





Pea New England in women’s style shoes, 
$4.00, $5.00 and $6.00 retai salesman 
ho has covered the better trade LB 4 








through the territory. Aatrene “vial care 
Boot & Shoe Recorder, 239 W: 39th Street, 
New York, N. Y. 
FOR SALE 
OR Sale to right store in 
F thrivieg ese werty: Govt s 10,00 Trading 
area, 50,000. Establi Cash re- 
i, $5,000. Address $123, oe Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





MODERN Family Shoe Spase located in Pitts- 

burgh. nes 4 $5,006, will reduce stock 

to suit ay Have other business. Address 
124, care & ae! ee 239 West 39th 
treet, New York, N. 





POSITION WANTED 


Tyo O Sets Wiest Window Fixtures. Thirty 





Rabe man with successful record in women’s 
novelty footwear and thoroughly experienced 
merchandising, desires equnsstien with 

quale: manufacturer or wholesaler. Al Ref- 

erences. Address $122, care Boot & Shoe 

Feseeter., 239 West 39th Street, New York, 





ARRIED man, 35, now employed bu: 
M427 end manhenteer of coume a 
nent in one of Middle West's stores. ould 
= AO oo cae Ta a 

present ions. Address s 
eee ten 8 Sie Man’ 28 Wen “be 
Street, New York, N. Y. 

‘OUNG Man, four years’ experience traveling 
Y’ Pennsylvania 


4h 





eastern Stine desires gestion 
or wholesale, inheri 
trade connections cwenty-fve years, 
but will tra territory. References. 


vel any 
seme Bhi, & Lens Betaacd, Useer Bate, 





KS MANHEIM, WINDOW TRIMMER, 
Ave. Phone: 
INVITES 





Slocum 6-6241 U TO VISIT 
HIS SIX COMPLETELY TRIMM wt 
DOWS IN THE SHOWROOM DO 
TOWN DISPLAY CO., 136 WEST BROAD- 
WAY, NEW YORK. LET’S 
DATE? 

HOE Salesman, and appliances 


also orthopedic 
fitted. Will go out of town. M. Barber, 2690 
University Ave., Bronx, New York. 





Stands—Six ables, in good condition. $25.00. 
MILLER SHOES. Rahway, N. J. 





HUARACHES 








LUIS F- GARCIA 


HAND MAD, HUARACHES 
—Beautifal Line— 
Send Dils. $10.00 for 4 different pairs, or 
will be C.0.D. at request. 


























CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements oe Se am 2! ote pee wae. Minimam charge, $1.25. 


mum charge, 75 cents. 
address should be counted. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


For all other classified 
When: = ban adier Gece toclee qusls dial be qhted fer Ge edie. 


Classified advertising is payable in advance. 


SS Advertisements for this page must be in our New York office on Friday of the week preceding publication “™® 
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WANTED TO PURCHASE 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, inc. 
79-81 READE STREET, NEW YORK, 
Telephone WORTH 2-5180-518! 














Buyers of Surplus Stocks 
from manatasturers, fosters wr retailers, 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phene WOrth 2-5377 and 5378 

















N.Y. State Shoe Retailers 
to Hold Open Forum 


Syracuse, N. Y.—Chairman John 
Slater of the New York State Shoe 
Retailers Association has called a meet- 
ing of the board of directors to be held 
at the Syracuse hotel, this city, Mon- 
day, February 20, at 11.30 A.M. At 
noon, a luncheon will be served by the 
association and Harry Ehrenpries, buy- 
er and fashion expert of Flau & Co., 
will lead an open forum to follow. All 
shoe buyers and shoe merchants of New 
York State, whether or not members, 
are invited to attend. Vital problems, 
such as seasonal buying and selling, 
how to increase the public’s interest in 
quality shoes, manufacturers’ national 
advertising of retail prices and ways 
and means to increase business volume 
in 1939, will be discussed. 


Cooper Named Assistant 


Shoe Buyer 


New YorK—John Cooper, who was for- 
merly section manager in the Franklin 
Simon women’s shoe department, has 
been appointed to the post of assistant 
shoe buyer, temporarily taking the place 
of Joseph Minco who recently resigned 
his position as shoe buyer for that store. 

No successor to Mr. Minco has as yet 
been named and Mr. Minco, himself, 
has not announced his plans for the fu- 
ture other than taking a short rest in 
Florida. 


Edwards-Way Shoe Co. 
Reorganized 


EPHRATA, Pa—The Edwards-Way 
Shoe Company, here, reorganized on 
February 1, naming Harry E. Rohr- 


EDUPNEDE: 
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he Alter Shoes to Fit 
 Vilitisirimaaat 


DUNDE SHOE RE-SHAPING DEVICES, INC 





bach, president; William B. Rohrbach, 
vice-president, and Ivan H. Mentzer, 
treasurer. 

The new officers as sole owners of the 
business will conduct the new company 
entirely independent from those organi- 
zations with which they are now asso- 
ciated in official capacities; namely, the 
Eby Shoe Corp., of which H. E. Rohr- 
bach is general manager and vice-pres- 
ident, and the Ephrata Shoe Co. of 
which W. B. Rohrbach is president and 
Mr. Mentzer secretary and treasurer. 


Sherman Opens New Store 


HENDERSON, N. C.—Louis Sherman, 
owner of Sherman’s Sporting Goods 
Store here, has opened a new shoe shop 
adjoining his store, where he will spe- 
cialize in footwear for men and boys. 

The two shops will have separate 
entrances but will be connected in the 
rear of the store. 


New Lake Worth Store Opens 


LAKE WortTH, FLaA—A new shoe 
store for Lake Worth opened this 
month will be known as Willoughby 
Brothers. It is ultra-modern in every 
respect. 

The store has been equipped with 
modernistic furniture employing a 
color scheme of blue and white. The 
store will be under the management 
of Earl G. Willoughby, who until re- 
cently was in the shoe business in 
Ypsilanti, Mich. After selling his in- 
terests in the store there he came to 
Florida and settled in Lake Worth. 
Another brother, R. D. “Bob” Wil- 
loughby, is in the shoe business in 
Plymouth, Mich. 


New Men’s Shoe Department 


St. Perersspurc, Fta—A new shoe 
department has been opened by Brown 
& Cook, men’s clothing store, at 448 
Central Avenue. It wiil be under the 
direction of Earl Neelands, who has 
been named manager. Nationally-ad- 
vertised shoes will be carried. 


PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 


FOOT COMFORT easily 
previded for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre- 
pared fluids, give the 
proper fit to shoes which 
fit large around the top. 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
tic are easily shrunk with- 
out harm. 


$47.50 


Curved type tren 


Special combination offer $25.00 (fluids in- 
cluded in above prices) f.o.b. indianapolis, 
Indiana. 

Rastern Representative: Charles Henry Brows 
& Son, Marbridge Bidg., New York City. 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 EB. Gist Street, Indianapolis, Ind, 
Va ADNV4 Rl ISING, 
CUpping s 


—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping Ser- 

vice has over 2,000 satisfied users. Each 

order filled according to what you want: 
wholesalers usually request best retall ads: 
manufacturers usually want ads of competi- 
tive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 
Werld’s Largest Advertising Service Organization 
342 oe Ave., New York City 

Please tell more about your service 
and special P| fom trial offer. 




















Schmidt Acting Manager 


Fort WortH, Tex.—L. L. Schmitt 
is acting manager of Paul’s Shoe Store 
at 606 Houston Street, here, since the 
six-weeks’ illness and the death in De- 
cember of the manager, E. R. Weaver. 
Mr. Schmitt has been with Paul’s for 
four years. 





